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Exception To The Rule 

WKRG -T V — Mobile— Pensacola 

has averajierf 50% *>i* more share of 
audience in every March A KB measurement 
since 1959. from 9 a.m. to midnight.* 

Note: The dales usod herein are estimates from March ARB surveys 1959 through 
1961. Audience measurement data are estimates only — subject to defects and 
limitations of source material and methods. Hence, they may not be accurate 
measures of a true audience. 

Represented by H-R Television, Inc. 

or call 

C. P. PERSONS, Jr., General Manager 



*3 station VHF market. 
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Loevinger plays safe: FCC's Lee Loevinger 
has made some mercurial recommendations on 
what to do ahout commercials regulations 
which manage to flow in all directions at once. 
In a talk last week to Oregon broadcasters, he 
first chicled the industry on its monotony of 
approach in comments to the FCC, then offered 
these possibilities; 

• Take inside-out approach to NAB Code 
limits. Use non-commercial program time re- 
quirements indicated by current NAB com- 
mercials' Code maximum, as gauge of broad- 
caster's operation in the public interest. "This 
would permit flexibility and change from time 
to time." 

• Or — set up time standards based either 
on NAB Code or FCC proposals, to be con- 
sidered as "prima facie or presumptive spe- 
cifications of the public interest, but which are 
not conclusive or compelling." Also produc- 
tive of flexibility and adaptability — and, 
broadcasters might add, plenty of knockdown 
drag-out argument. 

• Or — have every broadcaster prescribe his 
own code limits in advance on application 
program proposals, and check follow-through 
at renewal time. 

Loevinger hastened to add that these ideas 
are merely suggestions, not recommendations. 
In any case, he feels FCC shouldn't hold 
broadcasters to "fractional" deviation from 
program prospectus. On the other hand, FCC 
would be practical to hold applicant to a 
maximum amount of time for commercials, 
etc. Broadcasters will take it from there . . . 
probably to Rep. Rogers' hearings this week 
on his bill to bar FCC action limiting commer- 
cials. FCC chairman Henry will be on home 
soil, and will probably shepherd the commis- 
sion flock to the congressional ordeal. 

feting swerve: New 30-market Nielsen prime 
time ratings took on a somewhat different 



look during week ending 27 October. CBS and 
NBC were a tenth point a part, while ABC 
dropped down. Latter noted among other 
things, preemption of Outer Limits for docu- 
mentary, during the rated week, as reasons for 
sudden change. Half-hour wins by network 
were: CBS 18, NBC 17, ABC 14. 

By share of the audience, the NMA's look 
like this: 



Week Ending 


ABC 


CBS 


NBC 


29 Sept. 


28.3% 


33.0% 


28.0% 


6 Oct. 


28.6 


32.7 


27.3 


13 Oct. 


29.7 


31.0 


27.7 


20 Oct. 


29.3 


29.2 


29.4 


27 Oct. 


26.6 


30.7 


30.6 



Agreement at last: After six months of nego- 
tiation, RAB and NAB have agreed on a jointly 
sponsored radio audience methodology study. 
Last week's agreement, subject to approval by 
each group's board, calls for an outlay of 
875,000 apiece. RAB hopes to raise at least 
$50,000 more to obtain the $200,000 it con- 
siders necessary for the project. At an NAB 
meeting last month. Group W's Donald H. 
McGannon, who worked out the agreement 
with RAB's Edmund C. Bunker, stressed NAB 
would contribute its share in small amounts, 
thereby maintaining some control of the pro- 
ject, and retaining the right to withdraw if it 
wishes (sponsor, 21 October). NAB, polling 
its board by mail for approval, expects a de- 
cision this week. RAB hoard members will 
vote at their 12 November meeting in Wash- 
ington. 

Also announced last week was closing of 
agreement between Advertising Research 
Foundation and RKO General Broadcasting 
in which ARF would consult with the station 
group on the radio methodology studies it will 
conduct in Detroit. 
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Disease of fear: Galloping, growing, wither- 
ing fear is developing in radio, a worse disease 
than the medium's . . . anemia brought on by 
overpopulation and underselling, says Thomas 
J. Swafford, president of White Oaks Broad- 
casting (KDEF-AM-FM), Albuquerque. He 
told the Ore. State B'casters Assn. the fears 
are competition, creditors, cancellations* fail- 
ure. "Afraid to turn down a rate chisel, not 
only because he needs the money, but for 
fear a competitor will take it. Afraid to turn 
the screws on the agency six months in arrears 
for fear he'll never get another schedule out 
of them. Afraid to turn down a retailer who 
wants a phoney affidavit so he can collect 
more Co-op money for the same reason. Afraid 
to fight a new license application in his al- 
ready saturated community for fear it'll go 
into a hearing he can't afford. Afraid to edi- 
torialize and sing out against the shoddy refer- 
endum or village boondoggle for fear of 
offending someone who's in a position to bring 
reprisals. And most of all," said Swafford, 
"fear of government." 

Hqntley buys stations: Chet Huntley is part 
of four-man group taking over WALK (AM- 
FM), Patchogue, and WRIV, Riverhead, in 
Long Island, both purchased from Suffolk 
Broadcasting at a total of $367 s 500, FCC just 
approved transfer to newly formed Island 
Broadcasting, which, in addition to Huntley, 
has as its principal partners: Edward W. 
Wood, Jr., former gen, sales mgr. of Cello- 
niatic Div. of Screen Gems Industrial Prods. ; 
Jerome Feniger, general corporate exec of 
Cowles Magazines & Broadcasting; and Wil- 
liam W. Mulvey, senior v.p. of McCann- 
Erickson. Wood takes over as president and 
gen. mgr. of the stations. 

Colorforms gets FTC red light? The commis- 
sion issued a consent order halting deceptive 
advertising by the New Jersey toy firnis, spe- 
cifically citing its tv commercials, FTC says 



the ads create the false impression that both its 
$1„98 and 98-cent "Miss Ballerina Dress-up 
Kits" contain three dolls and the same amount 
of doll clothing. In reality, the 98-cent kit 
contains but one doll and a smaller assortment 
of clothes. These typical claims are challenged: 
"You can have hours of fun. For here are 
three dainty little ballerinas • . . with lots 
of ballerina clothes. For f 1.98 . , . or 98 cents 
in a smaller size." In another action, FTC 
adopted a proposed order to Cease arid desist 
issued last 24 May against Earl Scheib, Inc., 
Beverly Hills, national chain of automobile 
paint and repair shops (see sponsor, 17 June 
1963). Charge was bait advertising and decep- 
tive pricing, savings, and guarantee claims. 

FCC defines willful: A broadcaster doesn't 
have to know lie's acting in the wrong to earn 
the sobriquet, "willful," and so be liable to 
FCC fine. The FCC says a "willful" act means 
anything doiie when a licensee knows what he's 
doing, as distinct from "accidentally" — such 
as bumping into things. The definition was 
handed to four Minneapolis tv stations liable 
for $500 fines (2 September 1962) for non- 
disclosure that downtown merchants sponsored 
talks favoring a Sunday closing ordinance. 
To get out of this one, the four would have to 
convince the FCC that the offending tapes 
were aired when station personnel accidentally 
hit a switch or bumped a knob, 

Florida promotion: It will be worth money 
for citrus growers to mention "Florida" in air 
advertising. Florida Citrus Coittmission has 
an advertising rebate budget of $200,001) 
divided between brand advertising of fresh 
and processed grapefruit. Citrus air adver- 
tisers can recover a substantial part of their 
campaign costs if, in selling grapefruit pro- 
ducts, the word "Florida" is used in, radio or 
tv commercials "at least as frequently as the 
brand name," 



4 Second class postage paid at N.Y.C- 
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We're out 1 cabin cruiser 



2 motorcycles, 28 transistor radios, 1 outboard motor 



But these prizes helped us prove a 
point. 

We held a contest a while back. 
More to measure the calibre than 
mere count of our listeners. We 
called it "The News-More-People- 
Quote Contest." It lasted 28 days 
and brought in 18,874 replies. 

By today's s t a n d a r d s of 
around-the-world cruises and 
§100,000 checks, the prizes were 
not spectacular — and deliber- 
ately so. We were out to prove the 
quality of our audience. 

And we made it difficult for a 
contestant to enter. First, he had 
to listen to the station on a regu- 
lar basis to hear the latest "quote 
clue." This was generally a quota- 
tion taken from a recently broad- 
cast statement by some prominent 
national or local figure. The 
trick was to identify who said it 
- and then to mail in this identifi- 
cation to the station. If this entry 
was correct, then it became eligi- 
ble to be included in the drawing 
for prizes. 



Considering the prizes and the 
difficulty in entering, the response 
was substantial and it told us 
plenty about the quality of our 
particular audience. (1) They like 
to be informed. (2) They remem- 
ber what they hear. (3) They 
respond intelligently. 

Isn't this the kind of attentive, 
responsive audience you're look- 
ing for each day? In weighing 
your client's media problems, no 
doubt your answer is "yes." So 
why not call your Petryman today. 




WFAA 
820 



WFAA- AM - FM-T V 
Communications Center / Broad- 
cast services of The Dallas Morn- 
ing News / Represented by 
Edward Petry & Co., Inc. 




At his home, above the hanks ot tlu* Schuylkill, John 
Bartram — Philadelphia scientist — established tlu 
first botanic gardens in tlu- United States. 

Ha rti am's inquisitive mind. challenged In nature's 
mysteries, attained international recognition h\ pub- 
licizing the iintaimhar plant lite ot t he colonies. \s an 
enthusiast ic collector. B.utram sought new and curi- 
ous specimens throughout the uildirness ot North 
America. 

Bartram's (lard en . . . still beautiful tod.iv alter two 
centuries . . . recalls the rich accomplishments ot t In- 
historic botanist W'l IU i. Radio Iirst in listener- 
ship, according to Pulse. 1 looper and NCS.' serves the 
nation's Cit \ ot Firsts — Philadelphia. 1 ht utcat 
ad venture* ot the past in industry, conmn ice and 
culture — serve well to pio\ ide glowing incentive lor 
our future 

AV * 't tn'.rd b\ A Jfl Ji?K v 
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What's Blair's Promotion and Marketing 
Department done for you lately? If you're a 
Blair client, you could probably talk about 
it for the next hour. 

Promotion and Marketing provides the facts 
and tools Blair salesmen need to serve you 
better. Helps you map a strong selling cam- 
paign ... a campaign supported by local pro- 
motion and merchandising ... a campaign that 
turns viewers into customers. 
To do it all, Promotion and Marketing works 
closely with Blair research. 
Stays on top of changing 
market conditions. Watches 
distributional patterns. 
Checks media coverage. 
Keeps an eye open for sea- 
sonal opportunities, audience 
trends, employment and in- 
dustrial factors. 
Results: increased audience 
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and sales for clients and stations; recognition 
and satisfaction for the staff of promotion and 
marketing (they have won numerous awards 
for outstanding sales promotion, audience pro- 
motion and merchandising) ; a smooth -running 
Blair team. 

Blair specializes in the behind-the-scenes serv- 
ice that is the key to on-the-spot selling. Crack- 
erjack groups of experts in Research, Special 
Projects, Sales Service, Promotion and 
Marketing back the best equipped and best 
informed sales team in the business* The 
sales team that shows you how to hit the r 
hottest markets at the right time and with the 
right kind of schedule. 

Blair service is service With 
a difference, the degree of 
difference that separates 
just fair results from Out- , 
standing results. 
Try it and see. 
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The 4As sound off 

III new life llut John (a iehlou, president of the 1 As, lias breathed 
halo (luil "laid institution (luring lii> Ifj-nionlh tenure i- refreshing 
indeed. 

Itl-lo.id ol heading on egg-, ;i> lm*> ltreu the eu-lom at (lie 1 \-. 
i| vttdl a- miiih' oilier like organization^ they're acluallv committing 
liein-olv e- on conlrov e r.-ia I i-.-uo-. .Next tiling y nit know thev "II lie 
aking ;i >tand on K\K'> novel proposal to place -pot hii-iuo-- otilv 
hi -tatioti- -uh-ei ihing to the NAM Code- or a rea-unahle fae-iniile. 

Hi 1 1 a- I was about to -av . . . 

John made new s la.-t week when lie di\ nlgetl the re-nlt- of a 
plPftionnaire eirenhited among hi- member-hip eoiieerning -nine 
iekli-h broadcast problems. 

The conclusion- are li>ted on page 31. 

I can't agree with all he .-aid. hut I admire hi- candor. I also 
idinire his l»;i<ie objectives. 

lie concluded his talk before IR IS, which has become a top forum 
>f the broadcast industry, by saving: 

"All agencies have a tremendous -take in the growth and devel- 
opment of the television and radio media . We acknowledge our 
espon-ihility in these areas. 

m . . . it is po-.-ible to denigrate it (television) hv thinking onlv 
n eo<t-pei-tliou.-aud term-. 

"We -hould like you to feel convinced of an identitv of interest. 

deep de-ire to improve the tptality and performance and sale* 
lelivery of the medium, and a -en.-e of mutual involvement and 
oint purpose." 

Iu general, he indicated, agencie- feel that gov eminent -honld 
lot exercise expanded control- ov or advertising and programing, 
hould not licen-e networks, -hould not fix commercial time limita- 
ion.-. -hould not police rating .-ervice>. 

On the subject of whether additional nhf -lation- -hould be 
'ranted the vote was divided. Hut one top- 1 0 agencv chief told me 
hut inanv ol the "ye-" votes -imply meant that the re-pondenl- wanted 
uofe than 500 tv stations on the a i i . The cm rent ipiota per market 
lofMU fill the national spot demand. 

\t the -ame time Criehton pointed out the -ei ion- injitrv l"( '( '. 
nfiicteil on radio when it opened the am radio floodgate* from ')()() 
> the pre.-ent 3.800 station* rega idle-- of economic coii-e«pieiice-. 
le -aid thi- a- a warning again-t a nhf population explosion. 

Thi- kind ol agencv involvement i- all to the good. It"- high time 
lie UU -onndetl oil, even if 1 take exception la- I do I to -ome of 
he -ouuding-. Mav be the A \ \ will follow -nil. It give- valuable 
.uidatice to the hroadca-ter in the conduct of hi- bu-ine— . \nd I 
us pert that the government will he li-ieniim. ton. 





WPTR 

ALBANY-TROY 
SCHENECTADY 
N. Y. 




WMCA 

NEW YORK 

N. Y. 




DIFFERENT? 



PUBLIC SERVICE 

— WmCA has earned for iMrlt the reputation both 
of having a commyntt^ consciousness and off effec- 
tively performing in the cemmunily^ interest Wc 
at WPTR have every reason to believe that we 
enioy the tame reputation in the Great Northeast 
Therefore, both communities benefit from the total 
radio iervice that only professional and protie tent 
broadcasters ean perform. 

Q UOTE ■ _ T0 p( RR y samURS. Gen 
eral Manager — ' The enthusiastic support ot 
WPTR has beer* the high psint ot our campaign " 
— M H Yager, Campaign Gen/ Chairmen 
WMH1- fducationaf TV 

TO JIM RAMSBURG. Program Director " 
Our U N Day Celebration this year was terrific- 
ally successful, and WPTR's contribution made it 
so " 

— Koficrine O'Connor, V N Day Chairman 

TO KEN PARKER, News Director — ,- It hat 
been most gratifying to us to successfully carry out 
the public relations workshop We are most 

grateful to you for presenting the idra to us orig 
inally, and for carrying through so beautifully 
with your own lively presentation '* 
— Mrs. Robert Mock President 

League of Women Voters of Albany County 
Albany. New York 

TO PERRY SAMUELS. General Manager 
Pal Patterson docs an eieellent 10b Mis participa- 
tion in our Community Chest Red Cross Campaign 
recording session was a tine contribution to a 
successful production " 

— Nei/ L. May/an, Ant Deputy Commnssofser 
Stafe of New York, Deportment of Commerce 

RATINGS. Because WPTR responds 
to the community, the community responds to us 
WPTR has the greatest share ot audience all day 



WPTR 
26% 



STATION X 
18% 



STATION Y 
IS% 



STATION Z 
<*% 



SOURCE The Pulse Inc , July August. 1961* 

'See methodology and tolerance e iplanation in 

Pulse 

YOUR EAST MAN WILL BE HAPPY TO EXPLAIN 
WHAT WPTR CAN DO FOR YOU 



YES: WPTR 

Albany-Troy-Schenectady 

VP & GEN MGR: Perry S. Samuels 




robert e.eastman - co.,m 

r«pr*i«nting major radio ifafiant 
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"CALENDAR 



The when and where 
of coming events 
4 November 1903 



NOVEMBER 

Oregon Assn. of Broadcasters, con- 
vention, Hilton Hotel, Portland 
(1-2) 

Hollywood Advertising Club, lunch- 
eon meeting, Hollvwood-Roose- 
velt (4) 

National Academy of Television 
Arts and Sciences, forum "New 
Talent Showcase," Lamhs Club 
Auditorium, New York (4) 

National Business Publications, pro- 
duction seminar, Essex House, 
New York (4) 

Central Canadian Broadcasters 
Assn., management and engineer- 
ing convention, Royal York Ho- 
tel, Toronto (4-5) 



Maine Assn. of Broadcasters, an- 
nual meeting, Eastland Hotel, 
Portland (6) 

American Assn. of Advertising 
Agencies, eastern annual meet- 
ing, Waldorf-Astoria, New York 
(6-7) 

Illinois Broadcasters Assn., fall con- 
vention, Chicago (7-8) 

International Radio & Television 
Society, 1st annual college majors 
conference, Hotel Roosevelt, 
New York (7-8) 

U. of Missouri School of Journal- 
ism, 6th annual freedom of in- 
formation conference, Columbia, 
Mo. (7-8) 

Washington State Assn. of Broad- 
casters, fall meeting, Ridpath Ho- 



tel, Spokane (7-9) 
Oregon Assn. of Broadcasters, coi 
ference on news coverage of tl 
courts, Eugene Hotel, Euger 
(8-9) 

Assn. of National Advertisers, aj 
nual meeting, The Homestea 
Hot Springs, Va. (10-13) 

Group W, 5th conference on lac 
public service programing, Ins) 
tute of Music, Cleveland (11-1; 

Electronic Industries Assn., 19f 
radio fall meeting, Manger ttj 
tel. Rochester, N. Y. (11-13) 

National Association of Broadcai 
ers, fall conferences, Dinkle 
Andrew Jackson, Nashville (1 
15); Hotel Texas, Fort Worth ■ 
19), Cosmopolitan, Denver H 
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One of the big ones from 

WARNER BROS. ONE 



The latest and greatest selection of feature motion pictures for first-run television 



WDRA 
1 \RT1\ 



ALAN 
HALF 



The Yanks Are Coming 



December 7— The Day of Infamy 



American Woman in 20th Century Ten Seconds that Shoo* 



SYNDIC AT ION 

Leading sponsors like Wol 



Liberty Mutual, department store, 
banks, utilities, Fels report UA-TV 
programs provide many advantages 

M any ciui'EUiA have been offered through the y«wrs 
to judge the quality of a television show. To the 
list ean he added one from Robert Mattox, Liberty 
Mutual Insurance assistant vice president in charge 
of advertising: "The caliber of the show is reflected in 
the caliber of the co-sponsors." 

Mattox was referring to the new series of six first- 
run specials produced bv David Wolper and syndi- 
cated by United Artists Television scheduled to start 
in at least 72 markets within the next 10 days. Liberty 
Mutual has bought halt sponsorship of the series in 24 
markets and will be joined bv such co-sponsors as 
Pittsburgh National Bank, First National Bank of Bos- 
ton. Union & New Haven Trust Co., First National 
Bank in Dallas, Bank ol New Orleans, and Fels 6; Co. 
Uld to the lis! from other markets the East Ohio Cas 
Co.. Public Serv ice Co. of Colorado, Montana Public 
Power. McAlpin's department store in Cincinnati, and 
many equally important sponsors and the word (o de- 
scribe both the advertisers and the program must be 
"impressive." 



The specials, starting w ith The Yanks Arc Comh 
to be shown on or close to Veteran s Day, and to 1 
followed at other appropriate times by December 
the Day of Infamy, The American Woman in $ 
Ticenticth Ccntnry, Ten Seconds flint Shook I 
World, The Rise and Fall of American Cihninunm] 
and Berlin, Kaiser to "Khrushchev, have ahead) r 
ceived other praise. Frank Morris, manager of tl 
Hollywood Television Code Authority, recently mi 
this in awarding Day of Infamy the NAB, Code SeM 
"May we offer our congratulations to you (I\rv 
Wolper), Marshall Flaum and Pete Johnson for flj 
finest film documentary we have ever seen." 

Sometimes described as "near unique," the Wolpj 
series is also -provoking activity bv its sponsors \vhii 
promises to bring secondary benefits (beyond audienJ 
promotion) far in excess ol the normal. 

Though it's difficult to establish anything as unrqi 
there are enough qualifications to bring the Wolf 
series close. To begin with, the mere manner of hail 
ling the show b\ UA-TV oilers reasons, Unlike tl 
normal half-hour syndicated show which is sold 1 
to station, then to advertisers, the Wolper sales h;i* 
been directly to advertisers in more than nine of IP 
instances, according to M. J. Bifkin, UA-TV executl 
vice president in charge ot sales. 
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ich, 33 county 



MIDDLE 
GEORGIA 
MARKET 



571,000 
$781,754,000 
$482,782,000 



PEOPLE 
INCOMES 
RETAIL SALES 



CBS, NBC and ABC, 

PLUS STRONG MIDDLE 

GEORGIA PROGRAMS 

WMAZ-TV has selected out- 
standing programs for 1963-1964 
from the three major networks. 
Added to these are strong local 
news, sports, farm features, en- 
tertainment and public affairs 
programming that appeal to the 
specific interests of the half- 
million people in the 33-county 
Middle Georgia Market. 



Population, Income and Retail Sales from 
Sales Management Survey of Buying Power,, 
for the 33 counties listed in ARB, February/ 
Morch, 1963. 



Here is the WMAZ-TV market . . . almost ours alone . . . the dynamicj 
33-county MIDDLE GEORGIA MARKET, cultivated and served well by, 
this strong station since 1953. 

With Macon as its center and largest city, the MIDDLE GEORGIA 
MARKET is rich in industry, agriculture, and opportunity. 

It's yours for the asking. Ask us! 





WITH THIS STRONG I0N|-!N-T«;I-M4RKIT STATION 



Ifliliated Stations ^jTHlMtERN 

E^Y ^'lY Broadcasting 

NBC Channel 4 CBS Channel 10 



Greenville, S. C. 
Serving Greenville, 
Sportonburg.Asheville 



Knaxville, Tenn. 
World's Tallest Tower 



Corporatism 



Represented by I rery-knodel. Inc 
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OUR AM AND FM STATIONS AISO SERVE THIS MARKET 



'SPONSOR-SCOPE 



4 NOVEMUKH 1003 



Interpretation and commentary 
on hum?! MKnificaiit tv/radiu 
and luiirketing ucwi of the week 



Seldom have; admen seen so many national Nielsen figures bandied about in tv. 

With the first of the October Nielsen Nation* I reports having indicated a elo*s» 
network race, there's heen a spate of rating mm ibex* given out which go well bc\oud 
the top 15, and some fine numerical hairs ha\e been split hy researchers. 

The rush to the slide rules is justified, to some extent; the two-week o\er-al! 
Nielsen averages actually cloud the issue of just how close the network battle has 
become. 

CBS TV emerges as the winner with its 20.0 average rating (20.3 a year ago), 
while NBC has a 17.0 (17.7 in 1962) and ABC a 16.4 ( 14.7 in 1962). 

Actually, there are some interesting differences between the two rating-week 
periods which make up the October I report. Some tv shows are already building, 
others losing audiences after the initial sendofF. 



The "winner" jn a particular time period may only be holding a slight edge. 

In the second week of the October I national Nielsen, no less than 19 half- 
hour periods, less than two points sepa rate the fust and second -place programs, with 
12 half hours showing less than one point separation (six of these invoke ABC and 
CBS). If you toss in the possible rating ranges involved, networks are in a neck and 
neck race in quite a number of key time periods. 

In only nine of the 49 nighttime half hours involved is there any sort of run- 
away. CBS has seven winners leading the next-highest show by more than five 
points. In effect, a handful of strong CBS programs are doing much to raise the 
over-all CBS TV audience average to a point where CBS looks like a strong network 
winner. Situation creates a problem for A. C. Nielsen Co., which isn't releasing the 
flood of data but could easily be in for criticism when Washington takes its next 
swipe at Madison Avenue adherence to rating theology. 



"Flagrant misrepresentations" have been largely eliminated from tv toy commercials. 

So said New York Code office manager Stockton I lelffrich last week to columnist 
Peter Bart of the New York Times, although the NAB official admitted that "we're 
still far from Nirvana." 

Bart also reported that toy industry sales this yea r at wholesale are expected to 
amount to some SI. 2 billion, as against $513 million only a decade ago. Of toy 
industry ad budgets, "about 91 ' \ " is spent on tv, with the main pu*h landing during 
the Christmas season, Bart revealed. 



NBC TV is stepping up the pace of its activities in merchandising this falll. 

One of the chief areas is development of nierehandi-ing gimmicks for multi- 
sponsored shows, in which old-fashioned *iiigle-*.p(iu*or identification lend* to be 
lost in favor of low-cost mass circulation. 

Such promotional material poinl-of-piirchasc displays, premium items, pri/<- 
contests, etc. — will be "prominently identified with the network show and principal 
characters'' and will be offered to participation ad\<Mti*ers "at ouh a fraction of 
what it would cost each sponsor separately.'' 

The network has also been *cnding "dozen* of mailings of a \aried assort- 
ment of promotional aid*" tied to the new fall schedule to promotion manager* of 
t he network's a filiates. 
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Interest in reviving top network-level shows from radio's heyday continues io grow. 

Latest project: Herb Moss, head of Gotham Recording Corp. {commercials, re- 
cordings, studio facilities) is trying to obtain clearances, — no easy task — on the 
386 Lux Radio Theater shows hosted by Cecil B. DeMille during the famed drama 
series' run of more than 20 years on NBC and CBS. Moss is convinced that good- 
quality tapes, with the sound cleaned up, can be made from original acetates of 
the shows still in existence. 

Moss feels that "a very large radio audience" could be attracted by the star- 
studded shows, which featured radio adaptations of movies with Hollywood casts. 
In its day, Lux drew audiences as big as 40 million on Monday nights, 

On other fronts, The Shadow ia already in radio syndication, and CBS Radio 
is trying to clear a number of top comedy shows for network reruns. 



Tv fashion shows will get a shot in the arm from Cotton Council next spring. 

The Council, which has used both spot and network tv in past two years, will 
work with stores in some 35 markets for all-cotton tv fashion shows. This is first 
time the Council has used tv with stores. Previous store promotions were limited to 
print, "Maid of Cotton" plugging, etc. 

Cotton Council first used spot tv in fall of '62, adding network last spring, spots 
and network tv this fall. For 1964, Council will concentrate on daytime and nighttime 
network tv* dropping spot, but adding the tv store promotions. Working with Cotton 
Council on the store promotions is TvB. 



Petry's "standard rate cart" for its stations is winning acceptance aiwg agencies, 

Introduced a few weeks ago (see SPONSOR, 2 September), card codes a station'! 
rate to one of 18 different classifications, depending on size of market. A number of 
agencies have written appraisals on plan, reaching generally favorable conclusions. 
One of top agencies says it "appears to be more negotiable," a charge also Jevellei 
by rep competitors. But appearance is a long way from fact, and Perry is holding 
fast on the rates. 

At least six non-Petry stations have already adapted the card, it's reported. By 
January, Petry expects 16 of their stations will be standardized. Re-processing rat©; 
cards for stations takes considerable time, meaning only two or three stations a 
month are brought in. 



FCC oral argument on commercial time limit could be Congressional "public relations." 

Commission now will have good talking point this week when it faces wrath 
of Rep. Walter Rogers, during House Commerce communications subcommittee 
hearings on his bill to bar FCC from rulemaking oil broadcast commercials, FCC f s 
original proposal to consider adopting NAB Code limits on commercials has prac- 
tically collapsed under industry pressures from without, and increasing skepticism 
about its use within commission ranks. 

Candidates for oral argument appearance must send FCC a resume of their 
position, and, time requested, before 12 November. FCC hearing date is 9 December* 



We're out 1 cabin cruiser 



2 motorcycles, 28 transistor radios, 1 outboard motor 



But these prizes helped us prove a 
point. 

We held a contest a while back. 
More to measure the calibre than 
mere count of our listeners. We 
called it "The News-More-People- 
Quote Contest." It lasted 28 days 
and brought in 18,874 replies. 

By today's s t a n d a r d s of 
around-the-world cruises and 
§100,000 checks, the prizes were 
not spectacular — and deliber- 
ately so. We were out to prove the 
quality of our audience. 

And we made it difficult for a 
contestant to enter. First, he had 
to listen to the station on a regu- 
lar basis to hear the latest "quote 
clue." This was generally a quota- 
tion taken from a recently broad- 
cast statement by some prominent 
national or local figure. The 
trick was to identify who said it 
- and then to mail in this identifi- 
cation to the station. If this entry 
was correct, then it became eligi- 
ble to be included in the drawing 
for prizes. 



Considering the prizes and the 
difficulty in entering, the response 
was substantial and it told us 
plenty about the quality of our 
particular audience. (1) They like 
to be informed. (2) They remem- 
ber what they hear. (3) They 
respond intelligently. 

Isn't this the kind of attentive, 
responsive audience you're look- 
ing for each day? In weighing 
your client's media problems, no 
doubt your answer is "yes." So 
why not call your Petryman today. 
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QXH WEB HANDLES OWN OUTLETS 

The excellent article in the 21 
October issue of sponsor titled 
"Folk or Faust, It's All A New Sales 
Aria," is in error where it states that 
the QXR Network is represented by 
a spot sales organization. 

The QXR Network is not repre- 
sented by Ohland Robeck or by 
any other spot sales organization. 
QXR is a coast-to-coast inter-con- 
nected network like CRS or NRC, 
and all sales are handled by our 
own staff. 

Naturally, we work cooperatively 
with the many firms which repre- 
sent our stations where it will be to 
the benefit of the stations, as in the 
case of the Fels Philadelphia Or- 
chestra program. 

This clarification should in no 
way detract from an otherwise ex- 
cellent piece. 

Morton S. Stone 

vice president 
The QXR Network- 
New York 

NOT LAST-MINUTITIS 

In sponsor's 14 October article 
on Stan Freberg I was particularly 
interested in the quote by Freberg's 
General Manager Rill Andres-en, 
namely: 

"Stan works best under the pres- 
sure of an air date . . . Actually, 
most of our stuff goes out by air 
express 48 hours before it's due to 
start a broadcast schedule." 

Your readers might be interested 
to know that much of all flic stuff 
that ft done on the West Coast for 
Eastern. Northwestern, Midwestern 
and Southern agencies goes by Air 
Express — not primarily because 
Western producers and others in 
the industry in California are prone 
to last-ininntitis, but because much 



of the talent is out there, and Air 
Express enables them to service 
Eastern clients just as quickly as| 
their East Coast counterparts can. 

MGM Telcstudios, New York, ftf| 
instance, daily sends tapes made iS 
New Y r ork to Acme Film Labs in] 
North Hollywood for lab process- 
ing and tape-to-film conversion.! 
The whole process takes one day, in* 
eluding trans-continental shipment] 
both ways. 

The point is that Air Express ba| 
put Hollywood in the front yard flfcj 
Chicago, Dallas, Washington, and] 
New York. 

Emil Seeruf 
vice presideu 
REA Express j 
New Yorl 

"BETTER USE" OF SINGLE FIGURE! j 

After studying the many scheme 
proposed by the various rating ser 
vices in determining ranges versu 
single figure ratings, we have com. 
up with the following rubber stam) 
to be used on all surveys in orde 
to direct timebuycrs, agency pa 
sonnel, and clients to perhaps hct 
ter use of single figures we have 
ways used. 

Before Hmtig these single fig- I 
iircs on rtiting, share of audi- I 
encc, or listeners in any cate- j 
gon/, we urge youir careful 
study of page 000 shoichig the 
statistical error possible itt 
these single figures wifhiu 
various percentiles. Manager 
meut. W1IO-AM-FM-TV 



Obviously a (Iyer could also aim 
the same information. 

Paul A. Lam 
vice president, gen. n 
Central broadcasting C 
Des Main 
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COMMERCIAL 
CRITIQUE 



Trends, techni<|iics new 
st\ lev in radio/t\ 
toiiimercials are c\ nlnalcd 
In iikI list r\ leaders 



What 
copy the 



JOHN C. FA Hit IS 
itnn)r ]>rmt and tv u rtttt 
}. Waller Thomitmm 

Wtiu s newly wrong with tele\ i- 
sion commercials? 
Well, souk- arc too loud, some are 
(Oo cute, some are misleading, some 
are hnuilting to someone's intelli- 
gence, some are sensually irritation, 
and some arc great. Strangely 
enough, many tv commercials in all 
the [Weeding categories are tre- 
mendously effective as selling mes- 
sages. 

Hut one of the worst things ahont 
tv commercials is that many are 
r dishwater dull. They look alike, 
sound alike, are constructed alike 
Hind are a tremendous waste of 
* money. 

Example: Laughing, smilinn 
p tvonng people, always in motion, 
Btjuying tliem selves on horseback, 
'on a sailhoat, in a threr-legged race, 
it a beach party wienie roast, and 
Vor some unevplainable reason, 
shooting clay pigeons. You know, 
girl misses clay pigeon, nirl takes 
headache remedy, a cigarette, a 
piaff of beer, a chomp of chocolate 
| *>ar, or all four plus a little stomach 
-ettler, then — I lot Cinders — girl 
Wis cloy pigeons! While she is 
imashinn her inferiority complex 
he v ily advertiser hints that VOL', 
•elf-ideutifyimi clod of a viewer. 
ou too, can he successful if you 
ike headache remedy, cigarette, 
tc. 

I would classify this as a "school" 
Pf commercials, just as the so-called 
lice of baloney, er, rather slice of 
M$e commercial is in another 
f>ol," The point beimi that the 
rst two or three hundred advert is- 
rs who adopt a certain style of 
wnnereial will make an impact of 
Mite kind. But when yon can't 
tattv out if Mrs. Amos Flitz of 



] 



when advertisers 
in 



Metnchen, Xew Jersey ( her name 
is supered for that documentary 
look) is tr\ iug in hroken English to 
extoll the virtues of a detergent or 
a dog food, the commercial is no 
longer eflectivo. 

Why do some of our biggest 
advertisers sla\ ishly copy the lat- 
est vogue iu commercials year after 
year? Because it's easy, and easy to 
argue for. For instance, when the 
inimher one company iu any field 
uses Mongolian idiots in their com- 
mercials, why shouldn't companies 
number two and three do the same 
and therefore, hopefully, sell as 
well as number one? Well, number 
one company was first, which is 
probably one reason why it is num- 
ber one. 

Much of the fault lies with the 
client who asks for the copveat 
approach, and with the account 
group which wants to avoid making 
waves with the client. Writers are 
saddled enough to want to dream 
up a new approach because its 
more interesting for them, and 
might snag them "the award." 

Naturally, not all clients want to 
carbon-copy their competitors or 
want rubber stamp account men 
working for them, but thev are in 
the minority — as an hour or two in 
front of the telly will prove. 

In writing parodies of tv com- 
mercials for my new LP record 
(above); "Fast. Fast, Fast Belief 
From TV Commercials," I was 
forced to choose 30-odd commer- 
cials that people would immediate- 
ly know. Hated or admired, all were 
instantly identifiahle. It would ha\ e 
been more difficult to satiri/e the 
"school" commercials 

Isn't it probable that these bland 
commercials are also too similar to 
score sales points with the confused 
viewer? ^ 




JOHN C. IWIUUS senior print and 
tv writer at JVV'T on Ford, I'urii- 
hitor Filters. Header's Digest, has 
written for comedians Hob and 
Hay, authored "ITT," 11 satirical 
hook of cartoons, and collaborated 
on an original musical, "Stars on 
My Mind," produced in New Jer- 
sey. Farris, \\ liu entered advertising 
in 1952, considers his most unusual 
campaign in the video medium one 
in uhkh a live bear appeared. 
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how does a tatto< o; 




Two ways. 



ncern you ? 




I MUlMUtR 1 '.Mi!? 



First — it's a perfect illustration of what 
a great campaign can do. Second — it 
proves that the advertiser who believes in 
advertising ends up a power in his industry. 

So — how does this concern a broadcaster? 

So — it works the same way here. 

Every station that sells advertising — and 
has equal faith in buying it as well — 
always winds up with a bigger share 
of spot in its market. 

Think it over. 

And don't eliminate the "tattoo". 

We respectfully suggest you find the 
"tattoo" that suits your station image 
best — then call SPONSOR. 

SPONSOR reaches practically everyone 
involved in the purchase of time — of course. 
But there's a special segment it reaches 
best. We call it "the influential 2000" 
because this "influential 2000" actually 
purchases better than 95% of all national 
radio and TV spot. SPONSOR has a greater 
penetration of influence within this group 
than any other book in the broadcast field. 

That's our sales "tattoo" — substantiated by 
every independent survey made. 



^SPONSOR 

THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USC 



how do you fit a rhino into a rain barrel? 



It isn't easy, but you can ... if you're thick-skinned enough to be satisfied with just the rura$ 
It's like ranking TV markets. You can take a small portion of the market by using the SMSi 
metro approach . . . but if you want the whole rhino, you've got to rank by total market 
F'instance. Less than 10% of the Charlotte Market is located in the metro area, but the tota 
Charlotte TV Market contains 574,800 TV homes . . . ranking 20th in the nation! * And all fm 
rhinos are talking about WBTV's ripsnorting 87% lead over the market's second station,* 
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Continued air- media boom 
forecast at IBFIVI confab 

Doubled billings, 1,000 stations predicted for tv in 1970 



Rvmo-rv financial experts heard 
some glowing reports on the 
futures of over\ thing from tv's 
share of major-advertiser budgets 
to community antenna s\ stems in 
New York List week at the third an- 
nual conference of the Institute ol 
Broadcasting Financial Manage- 
ment. They also heard, in a few 
rases, some new and unusual facts 
about the si/e, shape and sales- 
producing abilities ol broadcast 
media which may have their effects 
on 196-1 hi id net planning. 

Speakers included Norman E. 
Cash, president of Television Bu- 
reau of Advertising, who predicted 
aii ST increase in over-ail tv spend- 
ing in 196-1, and Radio Advertising 



Bureau president Kdmimd Bunker, 
who divulged the results of a New 
York pilot study on radio hraud 
hillings. 

Also prediction giant strides lor 
their industries were Frank Thomp- 
son, chairman of the public affairs 
committee of National Communitv 
Tele\ isiou Assn.; John Pinto, \ ice 
president of HKO General Phone- 
\ isiou; William L. Putnam, chair- 
man. Committee for Competitive 
Telex ision, and James Schulke, 
president of the National Assn. ol 
F\S Broadcasters. 

TvB's Cash served ootid' to 
1BFM that "we're going to have to 
sell t\ to ad\ ertiscrs at higher prices 
without giving them uincli more 



audience, lie said that although tv's 
total audience is now plateauiug. 
there w ill be 30' r more \ iew nig In 
1970, due to the increased inobilitv 
of portable sets, increased use of 
color tv, additional vounger au<l 
older lamilies. more leisure time, 
and a longer tv programing da\ 
In addition. Cash predicted a "Hat - 
telling" of tv s seasonality , as people 
increasingly take vacations in sea- 
sons other than summer, and as the 
school clay and \ ear is lengthened 
Cash saw a 1 IV <■ growth in the 
dollar expenditures of the top KM) 
tv advertisers bv 1970 (see ho\ ). 
In I960, these top |(X) ac counted 
for $900 million in tv spending. In 
1970, if thev continue their present 




Tv growth rate to top all-media increases 

The nation's top 100 advertisers will have increased their tv 
spending at a faster rate (up 145%) than the rate at which they 
will have increased their all-media spending (up 100%) in the 
period between 1960 and 1970. So predicted Norman E. "Pete" 
Cash of TvB in New York last week at an Institute of Broad- 
easting Financial Management conference. 

Other aspects of tv's financial growth noted by Cash: 

► Tv has already established a track record of faster-than- 
average growth among ad media. In 1962, the top 100 adver- 
tisers spent 31% more for all-media advertising than they did in 
1957, but spent 64% more for tv in 1962 than five years previous. 

► The outlook for 1964, as projected by TvB, is for an over- 
all increase in tv spending, as against 1963, of 8%. National 
spot tv will make the biggest gain (10%), TvB predicts. Net- 
work tv, which is already approaching a level of sales from 
which it is difficult to advance, will increase by 5%. 



rate of growth, they will spend $3.4 
billion. In order to continue tele- 
vision's rate of growth, Cash added, 
the medium must have 12% more 
homes; 33% more viewing, and 
55% more advertising revenues bv 
1970. 

Cash saw no reason "why we 
shouldn't increase our epm to meet 
that of magazines or newspapers. 
Our medium has certainly more 
dimensions." 

Cash cited local advertising as an 
"area of growth." Newspapers, he 
said, are strong in local markets be- 
cause of their department store ad- 
vertising. "We've got to do some- 
thing." 

Hunker tells of pilot study 

HAB's Ed Bunker disclosed the 
results of a pilot study of radio 
brand hillings which indicates that 
local, regional and national adver- 
tisers together spent some $10 mil- 
lion (net) in radio in New York 
during the second quarter of 1963 
(see story, page 47). 

James Schulkc of the NAFMB in- 
formed the broadcast financial men 
that it is probable that the fin 
audience may have doubled or 
even tripled since 1960. A lack of 
proper research techniques made it 
impossible, however, to prove this. 
He said that half of the fm audi- 
ence has never been measured and 
won't be — "until better measure- 
ment techniques are devised." 



NAFMB is currently working on 
two projects it hopes will eliminate 
these measurement problems. This 
fall, the organization will conduct 
fm audience surveys itself, ana- 
lyzing the non -duplicated fm sta- 
tions; listeners tuned to the fm 
band of duplicating stations, and a 
comparison of the fm audience's 
tv hah its. 

Schulkc said that approximately 
50% of the New York fm audience 
tunes to two good music stations, 
both of which duplicate their pro- 
graming. He estimated their com- 
bined yearly hillings at $4 million, 
adding that with both, the fm band 
was given to advertisers as a bonus 
— they bought only the am. Four 
other commercial fm stations in 
New York, all non-duplicating, to- 
gether hill only about $250,000 
yearly. "If am-fm duplicating sta- 
tions sold each hand separately," 
Sehulke said, "it would greatly in- 
crease the fm income." 

Pay tv's cause was served by 
John Pinto, vice president of RKO 
General's pay tv experiment in 
Hartford. 

Pinto predicted that pay tv in the 
1970s "would not deprive those 
viewers who are happy with what 
they're getting on commercial tv. 
We will compete much more with 
operators of box office attractions 
such as sporting events, movies and 
theatrical performances." 

He thought pay tv would assist 



the business of commercial broad- 
casting in the 1970s, and said it% 
"high time broadcasters looked to 
what pay tV can offer them/' Ha 
quipped that the "considerable 
earnings of RKO General's radio 
and tv stations are paying for the 
considerable losses of RKG's pay 
tv experiment." 

Sees no room for fourth melt 

"There is no room in television 
for a fourth full-time network," ac 
cording to William L. Putnam, whe 
represented uhf broadcasters at thl 
convention. In 10 years, he pre; 
dieted, there will be 1,000 tv sta 
tions operating, against today's tota 
of almost 600. He anticipated tha 
in larger markets the number a 
special-appeal stations wopld in 
crease, and that in the same lO-yc 
period the networks would decreas 
in importance. Putnam also said h 
doubted that major station oper- 
ators and networks would elite 
uhf. "I don't expect them to 
money in uhf," he declared. 

Catv's spokesman, Frank Thoinp 
son, advised his audience that "T| 
public in the fringe areas and i 
one and two-ehannel markets wi 
not sit still for seeond-class tv 4M 
vice. People want, and are willin 
to pay for, good tv service — art 
the community antenna will pff 
vide it." He referred to catv's or 
poncnts, saying eatv would gmv 
"if necessary . . . over the daa 
bodies of those against it." 

Thompson said broadcasters veil 
allowing themselves "to be gd 
erned by men instead of laws/' an 
registered a plea for industry sel 
protection: "If we don't prote» 
ourselves, let's forget the wih& 
thing. If they use 'public intern 
as their weapon s let's use the ''pun 
lie' as ours." 

With Price, Waterhouse & Gt 
1BFM has developed an Aceoun 
ing Manual for Broadcasters, whic 
recommends accounting procedure 
for stations. It is available to I BF| 
members at no charge, and to no 
members at $10. 

Five directors were elected 
IBFM s board during the conve 
tion: Ralph Bucci, WJAR, Pro\ 
dence; George II. Fitzgeral 
WlJX-TV, Jackson, Mich.; John 
Harlan, Triangle Stations; Rov* 
W. Nation, KOA, Denver, » 
William D. Wagner, WOC, M 
port, Iowa. | 
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Hollywood gets ready for 
the 1964-65 sales season 

I 

[ 

Swing is back to adventure, comedy, entertainment in pilot 
projects aimed at agencies, advertisers and the tv networks 



Lose, wmiik tin* current 1903-6-! 
television season was unveiled 
tins fall, even telefilm factory in 
I. Hollywood was busy preparing pro- 
ijects for next year's l!)6l-6o season. 
That's because: 

| Any wortlm liile tv series pro- 
ject requires a lout* time in planning 
and preparation; 

| inevitably the number of cas- 
ualties on network series will con- 
tinue on its annual 10-plus rate. 
Mid, 

ft a number oi production com- 
panies which didn't plan for the 
It itture but concentrated solely on 
j "iirrent product have fallen into 
| .erioiis difficulties. 

Like General Motors, or any other 
industrial titan, the leading telefilm 
; >l;nits today have departments set 
iside for the sole purpose of devel- 
oping and creating new projects 
jVhich may ultimately be screened 
n Madison Avenue agencies. Some- 
iiiies these divisions carry fancy 
abels. such as giant Hevue studio's 
New Projects Division; other times 
he work is simply assigned to spe- 
•ifrC executive personnel. In any 
I 'vent, more and more coneentra- 
I ion is being applied to the future. 

By a hare minimum count, there 
1 re well over seventy 196-1-65 t\ 
eries projects now being blueprint- 
d for next season. Admen will find 
lie emphasis is on 60-min. dramas, 
Jiigin<* in subject matter from an- 
lologies to adventure, and on half- 
tw comedies. There are about 10 
f the 60-min. dramatics ventures 
eing plotted, and 30 half-hour 
•medics. Here's more detail of 
hat sponsors can expect to see in 
ie 196-1-65 model telefilm shows: 
Most noticeable omission in the 
umber of projects being blueprint- 
-1 are the so-called "psvehiatrv ser- 
Most tv executives in Holly- 
'ood arc firm in the belief there is 
'ready too much of this on the air, 
ot only in shows such as The Elev- 



cnth I huii and Iheukinu Point, but 
in various anthologv and other 
series. 

There are mam other Indue pro- 
jects being bandied around llolK- 
wood. but tin- fate of all l ( )6-l-65 
plans, except those few who have 
firm deals, depends on \ arious fac- 
tors ol commercially sponsored tv. 

Will a iirlirork he enthusiastic 
about it, sufficiently, to come in on 
a co-production hauls, t litis at least 




ALAN J. MILLER 

1'nnluclitm /in/(/, tin hp 



"There will be more 
90-min. dramas; 
they give a fuller 
chance to develop 
a story. 

Comedies are best 
in half-hours." 



Hit in n the producer a fair i Initu < 
of making a sale' 

\\ hat r/wmgr .</ u ill hi made in a 
nninhci of plans continni nt on n hat 
happens in this still-in n season.'' 

But film factories can't wait to 
determine current and future tv 
trends, \fter all. the networks u ill 
be buying for next season in the 
next few months, and that doesn't 
give the telefihueries a lot of time 
to turn out pilots. 

So, telefilm executives reb on a 
combination of cr\ stal-ballinu ( con- 
sisting nsnalh of intuitiveness. cinn- 
mon sense, know ledge of what is 
commercial or saleable ) and cover- 
ing so many bases that somew In re 
there will be a piece of goods 
wanted at one of the three kev net- 
work stores — ABC TV. CBS TV 
and XHC TV. 

In addition to this, the better- 
informed production executive is 
constantly in communication with 
networks, advertising agencies and 
talent agents so that he won t he 
groping in the dark as to needs. 

A check of top production execu- 
tives finds the majority in agree- 
ment. Next season vv ill see a swing 
back to action, adventure, more 
escapism, and an even greater re- 
surgence in coined), the latter al- 
ways a popular area vv ith producers 
for the obvious reason a coniedv hit 
reaps such manifold rewards 

An example of vv hat a good laugh- 
inducing series can lead to is seen 
in the multiple-series operation 
headed bv Damn Thomas and Shel- 
don Leonard w ho. from theoriuin.il 
Danny Thomas series, have mush- 
roomed their activ ities into the larg- 
est coniedv fattorv in the w orld. 
owning pieces of s< ries sue h as 
those starring Duk \*an Dv k« , 
Andv Criffith. [m-v Bishop and Hill 
Dana 

Also, producers < nv ionsb <ve 
Paul 1 Icnning. vv ho last v ear t re- 
ated Tin />< ( / rh/ llillhillit \ \\ hit h 



i 





GENE RODDENBERRY 

I'roducer, "The Lieutenant" 



"Now we have shows 
vying with each other to 
prove they are adult. 
We should have a 
leavening of tv fare- 
great entertainment." 



soon soared to the top of the rat- 
ings, and, among other gains, 
brought toTIenning an order from 
CBS-TV for a spin-off comedy ser- 
ies — Petticoat Junction. 

But as they ponder next season's 
scheduling, executives aren't con- 
cerned solely with content, but also 
with form. Revue has three 90-min. 
series on the networks, and is con- 
vinced the future of tv lies in the 
longer form, envisioning two-hour 
weekly film series also. 

This Revue opinion is not one 
generally shared by competitors. 
Nonetheless they are watching all 
the Revue longies (Arrest and Trial, 
Wagon Train, The Virginian), with 
much interest, and obviously their 
actions will depend on just how 
well the outsize Revue shows do 
this season. 

Alan J. Miller, production chief 
of Revue studios, is sold on the 
longer shows because, he feels, 
"they give you a fuller chance to de- 
velop a story . . . they will best satis- 
fy an audience." Miller believes 
comedies are best done in the half- 
hour form, but in the dramatic field 
Iff* is convinced the story can be 
told more skillfully in 90 minutes. 

Miller also regards the two-hour 
film series as inevitable, but admits 
"I don't know that any one produc- 
ing company can turn out more than 
one two-hour series." lie feels a pro- 
duction unit mav be assigned nine 
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of the two-hour films when and if 
they become a reality, doubts there 
could be more because of the im- 
mense amount of logistics and tal- 
ent involved. Miller also is of the 
opinion the two-hour films possibly 
may be aired just once a month, 
since it would be so difficult to pro- 
duce them for weekly airing. 

Of course, many answers to the 
current plotting may result from 
what happens on this season's ser- 
ies. For example, there are quite a 
few anthologies on this season, such 
as the Bob Hope-Chrysler Theater, 
Kraft Suspense Theater, The Great 
Adventure, Twilight Zone and The 
Outer Limits. 

Rod Serling, the creator-writer of 
Zone, says that "a lot depends on 
the ratings of the current anthology 
series on this season. If they are 
reasonably successful, their success 
will result in a lot more anthologies 
next year. Conversely, if they should 
have a ratings disaster, there will be 
a realignment, and a swing to the 
Burke's Law-type of series, series 
which rely on personalities." 

Sharing the opinion of Serling 
is a producer colleague, Dick Berg, 
producer of the liope-Chrijsler an- 
thology films. 

Berg says, "I think it behooves 
us to continue toward more mature 
dramas. I am hopeful the antholo- 
gies will meet with success — that 
this will tfv? the advertisers and 



network confidence to continue that 
gamble on anthologically - styled 
plays. Audiences have become ma- 
ture enough so that they want to 
see such drarrfa." 

Quinn Martin, executive pr&- 
dueer of The Fugitives, believes fu- 
ture programs will reflect that "the 
public is getting more aware of 
shoddy production and cheapness! 
and there will be a trend to more 
realistic, better production. Every- 
body is spending more money to 
achieve this. The trend is toward 
more honest film making and better 
shows. There will be more pictures 
shot on location, in a search foi 
authenticity and realism. 

"East Side, West Side is a good 
example of this, well done in terras 
of creativity, but you can also smell 
that you are in New York as you 
watch it. Arrest and Trial has this 
quality also, and it will make lis 
mark. You have to mount a produc- 
tion well." Many of Martin's Fugi- 
tive segs are lensed outside produc- 
tion studios in various California 
locations. 

Wagon Train producer Howard 
Christie strongly feels that next sff * 
son there will be a trend awd 
from sick people, and to the enter- 
tainment type of show — action, ; 
venture, comedy — away from I 
head shrinkers. "That cycle is almost 
kaput," avers Christie. Christie ft 
currently not only turning out i 
Wagon Train series, but is also ex- 
ecutive producer of a Ma and Pc 
Kettle series being developed foi 
Revue for next year. He produce? 
Kettle pictures for Universal studfe 
years ago. 

Entertainment is on an upbeat 

Gene Roddenberry, producer o 
MCM-TV's The Lieutenant sefm 
is also working on a series for lei 
season, a 60-min. show which, || 
combination of fid venture- com radi 
drama. He's going back to theturr 
of-the-eentury to locale his serSi 
because of the nostalgia of that er 
and because, he explains, life $H 
simpler then. 

Roddenberry states "I Want to fj 
back to entertainment. Naked CM 
and The Defenders wete reaefcfcff 
against the inspid pablum we ha 
had, and I applaud them. Notv m 
have shows vying with each 
to prove they are adult. Howeve 
the pendulum is now swinging a 
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most to t Ik- place where, when von 
him on tv at a top hour any night, 
the shows art* all dealing vv ith an 
eternal truth. None of ns wants too 
innc h of swn thing. Wr should now 
have a leavening of tv fare, with 
just great entertainment — alternate 
selections of adventure and humor. 
I would like to see that instead of 
another tv story ahont a narcotics 
addict.' 

Psychiatry is kminjl favor 

Jack Webb, t\ production chief 
at Warner Bros., and years ago pro- 
ducer-star of his Dmguti hit series, 
told seoxson: 

"We want to get away from psy- 
chotics. from tin* mental areas. I'm 
sick of it. We're not going into that 
nonsense. We're going to ignore 
psychiatric problems, and deal with 
uornial problems. I'm tired of being 
lectured to on tv, of being told what 
to do, and what pills to take. Von 
get enough of that on commercials, 
hut at least they pay for the show. 
The industry is going to have to 
retool and get back to entertain- 
ment." 

Similarly, Richard Bluel. pro- 
ducer of Chevrolet-sponsored ( on 
\'BC TV) Ihnmuza, comments: 

"We've gotten away from enter- 
tainment, into the social documen- 
tation of people's intimate prob- 
lems, which is not really entertain- 
ment. Everything is a horrible 
problem, like racial conflict, abor- 
tion, a psvehotic murderer on the 
loose. I think that the pendulum 
w ill swing back toward entertain- 
ment. I think that's already begun." 

These executives' opinions and 
views represent a true cross-section 
of Hollywood production thinkinc 
uncut t\ s future in prolamine, 
i Vnd their thinking is reflected in 
the type of pilots and projects now 
beinti planned for next season. 

Translated into terms applicable 
ito a sponsor. 1 lolb w ood's top t\ 
producers are advising network ad- 
vertisers to shy away from series 
pltout neurotics and veer toward 
ict ion. adventure, and comedy. 
That's because producers hold the 
'pinion that the audience in general 
doesn't want much more of the pro- 
fessional head shrinker. that those 
who do like such Freudian-flavored 
fare can find more than enough in 
that genre now. 

Another factor enters into the 



pic ture. Certainlv a />Vn ( '<i\< y and 
a Dr Kildnre have proved audi- 
ence-getters, are well clone, and an 
hits. But there pist isn't enough top 
talent around to turn out more of 
the same. What's more, ensuing 
shows of this nature would be imi- 
tative, and the imitation never does 
as well as the originator. 

Speaking of Casey, Vincent F.d- 
w ards. tv's Dr. Casev , told us not 
long ago he is fed up w ith the neu- 
rotics on tv. and wished there 
would be a sw ing back to pure en- 
tertainment. I le predic ted this 
would come of its own accord 

Meanwhile, here's how network 
planniim shapes up: 

y ABC TV projects for the future 
include /Vy/on Place, half-hour ser- 
ies based on the film and book of 
the same name, produced by 20th- 
Fox TV; Great Stories From the 
Bible, just piloted for the web In 
MGM-TV; Selmur Productions' 60- 
min. adventure series, Alexander 
the Great, starring William Shatner; 
a half-hour Solium docninc*ntar\ 
series produced by Sam Calln. with 
Paul Coates. 

► CBS TV, way ahead of its rivals 
in planning for next season, has al- 
ready virtually finned its pilot pro- 
jects for 196-1-65. Network co-pro- 
duction projects include The Sig 
Valley, 60-min. drama, with Four 
Star; Slattery, James \ loser-created 
60-min. drama starring Dick Cren- 



11.1. produced lor the w< b In Bui' 
Crosbv Prodni lions 7 In U ift h 
Din tor, half-hour coined*, Iroin 
Fihnw a\ s. producers of I hi B< 1 < rh/ 
ll\llh\ll\i's. Mother Was a Sum '< r, 
starting Bettv I lutton and 1 In 
Cora \\ illinnw blunt both produced 
In CBS TV, an untitled hO-min 
drama loealed in ( .'.dif< u ma's Biu 
Sin conntrv . produced |>\ II. ill Bart- 
h-tt. and The SI nuiufu cnt S t hii.i o- 
prodnetioii of 1 )a\ star Prodiu tions 
and V \ T\' with CBS TV 

y \BC TV projects for next sea- 
son include a pair of two-hour- 
wceklv film ventures, one with Be- 
vne studios on which the pilot has- 
n't vet been licensed and the other. 
Hall of Justice, with ('.Hudson- Tod- 
mau Productions ( plan 011 the* latte r 
is to showcase it as a pilot In a 
two-part spinoff on C-T\ The Bicli- 
a rd Boone Shine on \'BC TV ). 
Other NBC projects include a 90- 
min. coined) , Bristol Court, being 
piloted by Bev ne. The Velvet 
Touch. 60-min. drama prtHlncecl by 
George Sidnc*v; and a 60-inin. scries 
produced In Bob Barbash 

A il venture keys nrtv [dints 

Other 1961-65 projects around 
Hollywood cover the gamut of en- 
tertainment. 

Among them are the Four Star 
anthology pilot Boual Bay. starring 
joan Crawford. Charles Bickford 
and Paul Burke, produced by Bicb- 
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JACK WEBB 

Production head, WB-TV 

"We're going to ignore 
psychiatric problems. 
I'm very tired of being 
lectured to on tv. You 
get quite enough of 
that on commercials. 
The industry is going to 
have to retool and get 
back to entertainment." 



ard Simmons; an untitled Stan Fre- 
berg "Situationless" comedy series 
for Revue; a ghost story series, pro- 
duced by Joe Stcfano; a 60-min. 
musical from Warner Bros., pro- 
duced by Alan Handley and Bob 
Wynn, and a half-hour comedy, No 
Time for Sergeants, also from WB, 
with Robert Welch as producer; a 
60-min. localed-in-Rome drama, 
produced by Herbert B. Leonard 
(Naked City, Route 66); Grand 
Hotel, based on the Metro film of 
1931, a 60-min. drama from MGM- 
TV, produced by Leonard Freeman. 

Among other Hollywood pro- 
jects: 

Remington, 60-min. drama about 
the western artist Frederic Reming- 
ton, produced by Leonard Freeman 
for MGM-TV; Killer on the Turn- 
pike, 60-min. action series based on 
the William MeGivern book of 
that name, produced by Robert Alt- 
man for Revue, and to be a spinoff 
on its Kraft Suspense theater. 

A Johnny Crawford-starring half- 
honr drama produced at Four Star 
by Jules Levy, Arthur Gardner, Ar- 
nold La ven; Overnight to Nancy 
and Case of Sgt. Ryker, both 60- 
min. dramas produced by Frank 
Telford for Revue, both spinoffs on 
the Kraft series; a half-hour comedy 
series starring Don Wilson and to 
he a spinoff on The Jack Benny 
Show, produced at Revue by Ed- 
ward Montague ( McIIale's Navy). 

A half-hour comedy series star- 



ring Dwayne Hickman, being pro- 
duced by Bob Sweeney for Desilu 
Studios; a Donald O'Connor com- 
edy series being produced at Desilu; 
Please Don't Eat the Daisies and 
Min and Bill, both half-hour come- 
dies, at MGM-TV; Take Me To 
Your Leader, half -hour comedy- 
fantasy being produced bv MGM- 
TV. 

Parole, 60-min. drama being pro- 
duced by Matthew Rapf for Bing 
Crosby Productions; The Spy, 60- 
min. espionage series being pro- 
duced by the Crosby company; ten- 
tatively titled half-hour comedy ser- 
ies, The John McCAver Show, pro- 
duced by Parke Levy for MGM- 
TV; a 60-min. drama spinoff on 
Wagon Train, being produced at 
Revue by Howard Christie; The 
Paul Lynde Shotv, half-hour com- 
edy, being produced at Screen 
Gems by Harry Aekerman; Dear 
Old Rnlley, half-hour comedy star- 
ring Eddie Mayehoff, produced by 
Roland Kibbee at Revue; a 60-min. 
drama about an investigator in the 

IT" 

U.S. Attorney General's office, being 
produeed by Screen Gems; The 
Chase, a 60-min. action series cre- 
ated by Rod Selling. CBS TV may 
be in on a co-production deal for 
the Serling venture. 

Already firmed for production 
next season are two series: Tycoon, 
a half-hour comedy show created 
and produced by Charlie Isaacs, 
and starring Walter Brennan. Dan- 



ny Thomas bankrolled this venture, 
and ABC TV has already snapped 
it up, sans pilot, ordering 26 seg- 
ments with option for more, for 
1964-65. CBS*' TV bought; on firm 
order from Jackie Cooper a 60-min. 
series starring Cooper as a County 
Agent in the southwest. 

But add all these up, and some- 
times they mean nary a thing. 

Example; Last ( 1962-63) season, 
the greatest number of pilots in 
Hollywood was turned out hy the 
largest vidfilm studio, Revue. It 
didn't sell a single pilot, although 
it has since sold a number of series 
projects without pilots, including 
Arrest and Trial, Kraft Suspense, 
Theater and the Bob Hope specials- 
plus-anthology series. On the other 
hand, a small independent com- 
pany, Filmways, made just one pi- 
lot last season and sold it — Beverly 
Hillbillies. 

Before a production company ba§i 
a chance to show its series wares tfl 
the public, it must first persuade I 
network of the quality and com- 
mercial value of that series. Some- 
times the network disagrees. If all 
three networks disagree, a produotr 
may as well burn his film. 

How to sell a good tv pilot 

Couple of years ago, Bing Crosby 
Productions turned out an hour pi- 
lot, going in defiance of one of those 
made-in-Hollywood myths that the 
public "doesn't want sueh series " 
BCP has a contractual deal with 
ABC TV, and when the web seem 
the pilot it agreed with that built-in 
myth, and didn't want the show. 
Only through long weeks of persua- 
sion and salesmanship by the BCf 
people was the web finally per- 
suaded to take the series. And Bmil 
Casey turned out to be a hit, 

A pilot often does not accuratsJf 
reflect that quality of a series bfrj 
cause the production company wtl 
spend more on the pilot, in ordss, 
to make a sale. That's why adveF 
tisers and networks these days Utt 
as interested in reputation and ree 
ord of a company, as they are in tin 
product itself. 

Just what exactly does it take m 
sell a series? 

A combination of political influ 
ence; being able to get through flu 
right doors; luck; quality; and ('M 
very helpful) a good track reif 
ord. 
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"HU'M SUT UNi 

I'll be SPONSOR'S hostess in the 
Sui-lin Suite at the Jack Tar 
Hotel during the BP A Convention 
beginning 17 November. I've planned 
some very delicious, exciting 
and intriguing Chinese and 
oriental specialties for your pleasure. 
Our suite is on the sixth floor 
just as you get off the 
elevators. Look for Sui-lin . . . I'll 
be expecting you. 



Wmmn/i November 1963 




Newsreel feel is established in opening shot Stock footage was used for Hydroskimmer Crews went to Atlanta to get hospN jlfcli 



ADVERTISERS 



Alcoa moulds 'hard 
fv image with hard news 

Network programing strategy switch away from 
drama anthologies to "Huntley - Brinkley Report" 
gives rise to a new Alcoa commercial concept 



Tin-: "goldkx age" of tv drama, 
long dying, was dealt another 
blow in September when one of its 
biggest backers forsook the elec- 
tronic boards to sponsor hard news. 

The ex-angel, Alcoa Aluminum, 
had been associated with tv thea- 
trics since its entry into the medium 
in late 1951. The strategy switch 
away from dramatic-artistic areas of 
programing is not the first, finding 
a precedent in moves made by 
many other advertisers, including 
General Electric and Armstrong. 
Unlike some other blue-chip clients, 
U.S. Steel for instance, Alcoa de- 
cided to stick with television. 

With NBC TV's Unntley-Brink- 
ley Report. Alcoa expects to reach 
both an executive-echelon audi- 
ence — the businesmen who buy or 
merchandize either basic aluminum 
or an Alcoa product — and the com- 
mon consumer, with primarily a 
product pitch but also an institu- 
tional message. 

A "hard-news show" is off the 
beaten tv drama path for Alcoa, but 
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bodi sponsor and agency Fuller & 
Smith & Ross are backing Huntley- 
Brinklcy as a much "harder sell" 
than last season's Alcoa Premiere 
for substantially the same annual 
investment (about $3.9 million for 
the former, $4.1 million for the lat- 
ter). 

F&S&R tv account executive on 
Alcoa, Bud Gammon, outlines 
several of the determining factors 
behind the Huntley- Brinklcy buy: 

y The news show boasts only a 
slight increase in total male audi- 
ence (.74 vs. .72), but delivers con- 
siderably more men in the 50-and- 
over nge bracket (.41 vs. .23) — the 
older businessmen and decision- 
makers who Alcoa considers the 
essential target. 

► Xiclsen estimates that the aver- 
age Alcoa Prcvnicre at the height of 
last season pulled an average of 
7.S million homes or 14 million 
viewer*. The NBC TV news team 
has essentially the same audience 
(about 8 million homes) at the be- 
ginning of this season and should 



increase this pull somewhat as the 
season progresses. Agency estimate* 
are that there could casilv be as 
many as 9.5 million homes tuned to 
any one Huntley-Brinkley broad- 
cast at the height of the season, 
while Alcoa Premiere rarely went 
over 9 million homes on any utre 
show. 

Another strong advantage of 
Huntley-Brinkley as F&S&R sees it, 
is a 50% potential increase in fre- 
quency of exposure. Alcoa has a 15- 
minute segment of Himtiey-BriiTk» 
Icy every Monday and alternate 
Wednesdays. This amounts to 2 l ? 
commercial minutes per broadcast 
and affords a maximum of three 
commercial positions in each broad- 
cast or nine possible commercial 
exposures in two weeks. The hour- 
long Alcoa Premiere, however, vfl 
an alternate-week program, offer- 
ing the metal manufacturer a maxi- 
mum of five commercial positions 
every two weeks. The sponsor is 
counting on this increase in ftc-< 
quency to deliver a 5D% accumula- 
tive audience increase over the yefif,, 
and in part to bridge some gaps in 
the image-identification area. 

Retains commercial awareness 



G ood-na t u red 1 y bem oan in g 
fact that the multi-sponsored vftrm 
program can't be called the "Alcoa 
Huntley-Brinkley Report," Gwfijj 
mon. who works closely with Alcoa 
radio-tv director B. B. Randolph, and 
agency account group supervisor in 
Pittsburgh, Peter Stewart, acknowl* 
edged Alcoa's major challenge is to 
maintain a commercial awareness 
without the use of the corporal 
name in the program title. Tltfe 
problem is a new one for Alcoa. Al- 
though its first move in the media ffi 
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INTEGRATED COMMERCIALS 
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1 L.A. for dedication of housing project Shot Railway Exposition 48 hrs. before airing 



was with Sec // .Voir ( Deeemher 
193 1 -July 1955), {he hooks lor the 
wars 1 955- 1 903 read like an ahnn- 
inum- paved ShnUert Alley, in- 
Hu<Luui A/ro<i //o/<r ( '55-57 ) , Al- 
coa Theater ('57-'59), Mem Pre- 
sents ( .59- 61 ), and Alcoa Premiere 
f»l-"ai). This, plus the fact th.it 
Huntley- Rrinkley is Alcoa's first 
j multiple-sponsorship exposure and 
essentially its first non-dnunatie 
network t\* experience, presented a 
unique and large-order package to 
die 1'WSMl — client creative depart- 
ments. 

Integration ami identification 

George Wy land, agency tv crea- 
tive director on the Alcoa account, 
conceived the idea that although the 
urogram couldn't he called "Alcoa 
Reports, some of the commercials 
could. And a series of uewsreel- 
lanted commercials would also at- 
tack the two-pronged problem of 
integration (of an Alcoa commer- 
cial into the news format) and 
dentification (of the corporate 
name with the program). Blair Get- 
tig. Alcoa's commercial production 
supervisor: Iloyt Allen. F&S6cR ex- 
ecutive producer, and Walt Thomp- 
son, tv account executive in Pitts- 
hurgh. concurred. 

Basically, explains Wy land, each 
Alcoa Reports" commercial covers 
\vo or more events of current in- 
erest in which Alcoa and its prod- 
ucts are involved, emphasi/hiu the 
ualities of aluminum important in 
ach application. Subject matter is 
vifhout limit, ranginu from auto 
flows to missile launchimzs. includ- 
ii U boat races, laying of pipe lines, 
.ild the latest products of research. 

Aiming at "a customer appreci- 
ation on the emotional level of what 



aluminum can mean to them, \\ y 
laud wanted a new look. I le came 
up with "a special discipline ol 
photography which gives the com- 
mercials a distinctive look and ex- 
citing pace, and requires a mini- 
mum of optical eflects." The crea- 
tive motil centers on opening the 
commercial with an extreme close- 
up — "to direct the audience's at- 
tention and create curiosity." Cam- 
era then pulls back to reveal the 
subject. 

"Although we were after a news- 
reel feeling," Wy land noted, "we 
also wanted an Alcoa feeling. This 
was achieved, in addition to the 
special camera technique and new s- 
charged voice-over with .specially- 
written news) eel bac kground music. 
Ray Martin of RI'M Productions 
wrote the music in 12 sec tions, pins 
an opening and closing. All sections 
are variations on a theme, each in 
a diflercnt mood ( i.e. military, 
beauty, corporate, etc. ). At the end 
of any section it is possible to cut 
away and go into am other mood 
section, thus obtaining the maxi- 
mum flexibility from the composi- 
tion. 
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Some of the news items in the 
"A leoa Reports" commercials can 
rival a I luntley- Rrinkley bulletin 
for up-to-datedness. 

One two-minute commercial, for 
instance, includes shots of the 
\a\ y s new ho\ erc raft SkMR 1. 
cox ers the completion ot the revolu- 
tionary Atomedic hospital in Mont- 
gomery : the dedication of the Cen- 
tury City housing development* in 
Los Alleles: and the opening of 
the American Railway Progress Ex- 
position in Chicago, \lcoa supplied 



the metal in all: supported tin- dc- 
\ elopineut of the second, is the 
principal in\ estor in the third, and 
a participant in the fourth. 

Stock footage from I , >. Mnv 

The SkMR I films were stock 
footage obtained from tin- Navy . In 
other cases, original material w as 
shot. I\VS<.\R sent a producer to 
work with film units operation in or 
near the various locations, The ar- 
rangements were set-up by the co- 
ordinating New York production 
house, in this case Mickey Sehw ar/, 
w Inch also completed the com- 
mercial. For certain subjects, it is 
expected that a New York unit w ill 
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ALCOA'S NEWS-LIFTED FACE 
LEADS ADMAN AT FRANTIC PACE 

Determined to get at least one really 
"hot spot" into each "Alcoa Reports" com- 
mercial, George Wylatul (I) finds the 
pace of a newsman can be breathless. 
Here's his account of how he covered a 
late-breaking story from beginning-to- 
broadcast in 48 liours 

FRIDAY 4 October 

8 A.M. Scheduled departure, Idlcwild to Chicago, to scout 
Railway Progress Exposition. Airline develops trouble. 
Psychosomatic? 

12:30 P.M. Arrive Chicago. Morning lost. Take helicopter 
for first view of exhibit. It has long way to go. 

2 P.M. At exhibition grounds with client. Work going full 
blast, but can't shoot before Monday, if then. 

4 P.M. Too late to get to N. Y.; start cutting other subjects. 
Rough out copy. Client to get internal approval and additional 
facts Monday. Agree on title, call in to N. Y., to be shot before 
end of day. 

SUNDAY 6 October 

3 P.M. Call Chicago. Wind has blown banners down. There 
will be something to shoot Monday. Decide to risk it, go out on 
late plane. 

MONDAY 7 October 

8 A.M. On location. Things really humming. Discover new 
exhibits that should be included. 

8:30 A.M. Start shooting. Twenty set-ups, many moving cam- 
eras to high vantage points. Searching for good over-all shot. 

10:30 A.M. Everyone cooperative. Had parts of exhibits dis- 
mantled to clear camera view. 

I P.M. Clouding up. Still looking for establishing shot. 
Discover triple decker car carrier in just right location. 

4 P.M. Long distance page. Client calls. Where have I been? 
Fill in information on new exhibits. Will phone in copy end of 
day. Return to shooting. 

8 p.m. Back to N. Y. Write copy en route. Expect to record 
10 a.m., need prior clearance. 

II P.M. Arrive N. Y. Call Pittsburgh with copy. Take film 
to laboratory. Order prints and fine grain on everything. 

TUESDAY 8 October 

10 A.M. Copy approved. Track recorded and transferred. 

1 1 A.M. Screen footage. Titles ready. Begin editing. 

8 P.M. Picture cut to track. Used 16 scenes for Railway exhi- 
bition section. Picture goes in for optical negative. Begin laying 
in music. Continues past midnight. 

WEDNESDAY 9 October 

8 A.M. Mix voice and music. Send in for optical transfer. 
11 A.M. Screen first print. Needs only minor light correction. 
3 P.M. Too late to marry picture and sound. Network sug- 
gests transfer to tape before broadcast. 
(J P. M. Commercial taped. 

7:30 P.M. On the air. Broadcast preempted in Pittsburgh! 




be sent out on location. Speed is an 
important factor. Finishing touches 
on the Atomedic hospital were 
filmed about three weeks before air 
date; agency crew was at Century 
City two weeks before air date* 
footage of the Railway Exposition 
was shot on Monday and aired on 
Wednesday, the day of the open- 
ing. The plan is to include at least 
one "hot" story in each commercial. 

Alcoa has gained a reputation in 
the industry for its forward-look- 
ing quality-styled commercials. The 
company has traditionally placed 
high up in the list of finalists and 
best-of-group winners in the TV 
Commercials Festival and, in 1962, 
it hit the jackpot, receiving top 
honors for the best single institu- 
tional commercial (the "Workabil- 
ity" commercial in the "Qualities of 
Aluminum" series), first place for 
the best series of commercials (the 
entire "Qualities" series), first place 
in the metals and minerals category, 
a finalist ill the paper and foils cate- 
gory, and honorable mention in 
numerous craftsmanship classifica- 
tions. It recently copped the Grand 
Award at the New York Interna* 
tional Film Festival, the second for 
Alcoa. 

The new "hard-news" approach 
to the commercial message leaves 
little room for many refinements 
customarily associated with Alcol 
commercials. Wyland describes the 
distinctive photographic technique, 
in addition to the music and the 
copy, as "that touch that goes be- 
yond conventional news coverage 
of these aluminum events and is 
what we hope will link these com- 
mercials to the 'Qualities of Alum- 
inum' scries in point of view." There 
are obstacle to be overcome. 

"Alcoa Reports" commercials are 
produced on a very limited budget; 
three-to-four times less than the 
money spent on each in the "Qual- 
ities" series. As Wyland notes* if ex- 
penses weren't held down they 
could easily skyrocket, with each 
commercial involving travel and 
filming in three or four different 
locales. Plan is to film ten or If 
commercials in this series, possibly 
more, scheduled once a month. Thfi 
news nature of the commercials 
makes repeat use of any item ui 
likely. 

Alcoa is continuing to use its. 
"Qualities of Aluminum " series and 
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other commercials in ooiijnnc lion 
with the "Heports." W'x I. mil thinks 
a good length for a "Heports" com- 
mercial is 1 'j minutes, enough time 
to cover three aluminum new s 
events, mid leav ing enough com- 
mercial time in the I Inutlev -Brink- 
lex segment for another one-minute 
spot or two 30-secoud spots on spe- 
vilie products or in support of in- 
dustries. The lonnat is flexible, 
how ever, and of the two completed 
installments in the series so lar one 
is two minutes long, the other 1 4. 

ifillhtnirtl strengthens tie 

On most of the Alcoa-.sponsored 
Untitle} -Brinklcy shows in which a 
"Heports" is not used, the integra- 
tion-identification prohlem is hand- 
led in another way. "In order to get 
the maximum identification with 
the program, we wanted to get a 
really strong news feeling into the 
billboard." said Wyland. litis was 
achieved by taking films front 
X \SA of all astronaut's v iew while 
orbiting the earth, superimposing 
slightly off-vert iele lines which ani- 
mate into the Alcoa logo. The sound 
Crack combines electronic effects 
and a musical theme with short- 
wax e calls from around the world, 
to dramatize in seconds how 
science has made the world into a 
unit. This billboard is used everv 
time Alcoa starts oil the program, 
that is two Mondays a month and 
a It ernate Wednesdays. 

Irony clouds the issue 

It's too early to assess the image- 
building and selling effectiveness of 
cither the Hiintlcy-Brinklry Report 
or its commercial corollary, "Alcoa 
Reports." Complicating any evalu- 
ation is an unexpected snag, no less 
serious for being somewhat ironic. 

NBC TV tapes the show at 6:30 
p.m.. New York time, and broad- 
casts it front 7-7:30 p.m. The as- 
sumption was that stations in other 
than the eastern /one would delav 
the broadcast, but instead sonic SO 
stations in the midwest (out of a 
total network lineup of ISO sta- 
tions) are carrying the show live 
off the network relay, that is at 5:30 
p.m. This, as it turns out. may be a 
little early to reach the decision- 
making inidwestern businessman 
who is still en route home from the 
office. Alcoa and its agency hope to 
resolve the problem before the close 
Of the 1963-6-1 season. ^ 



Crichton warns on utif 
'free-wheeling' grants 

4A's chief says agencies divided over benefits 
of new spectrum, but recalls problems with radio 
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A::t \( n s are about ctpialk di- 
vided as to vv hether additional 
ulif stations vv il 
bene! ieia I to 
advert mug, 
s a \ s J o h n 
Crichton. pres- 
ident of the 
A in erica n As- 
sociation of 
A d v e r t i s i u g 
Agencies. In an 
add ress last 
week to the 1 1 1 — 
t e r n a t i on a 1 
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Hadio and Television Society . he 
likened proposed uhf grants to the 
"FCC's free-w heeling granting of 
( radio) licenses. 

Crichton said "this open-handed 
poliev was based largely on the be- 
lief that a greater number of sta- 
tions would serve the public interest 
through a diversity of programing. 
. . . What did happen was that mar- 
ket after market was subjected to 
economic chaos, and the cheap spot 
and the overloaded commercial 
schedule became a fixture. Also, 
the sheer numbers of these radio 
stations made it a necessity for 
the FCC itself to spend most of its 
time in considering the problems 
of inargin.il radio stations." 

"The tyranny of arithmetic, polic- 
ing all those grants, has kept the 
attention of an able regulatory body 
aw a\ front the more important 
problems affecting the major mar- 
ket stations and television. . . . It 
seeins perfectly clear that one re- 
sult of FCC s economic myopia was 
to drastically diminish radio as a 
national advertising medium. W hen 
the commission contemplates the 
addition of a good many uhf sta- 
tions, has it considered the radio 
experience? Does it apprehend that 
there may he no great change in 
diversity of programing, but that 
some severe economic effects max 
follow? 

Similarly . the IA president con- 
tinued, "one must wonder about the 
commission's insistance on whit- 



tling aw ax at tin- pow i r of the net- 
works. It comes as ironx lor an 
agency representative to defend 
iietvv orks, who often are represt nt- 
ed in agency circles .is the Three 
W itches in Macbeth, able to change 
form at \v ill. possessed of invisible 
pow ers, and oracularly opaque 
about the future." 

lu addition to the opinion on uhf. 
Crichton reported on positions ob- 
tained from questioning leading 
broadcast agencies; 

"More than half the agencies are 
opposed to the FCC's fixing com- 
mercial time limitations, believ ing 
that this is a responsibility of the 
broadcasters and should be exer- 
cised by them. 

"A substaiiti.il majority of agen- 
cies lx'liex e the government should 
not police rating services, that the 
industry should do the job. 

"There is a deep and continued 
concern oxer the combined problem 
of ov cr-eoiinnerciali/atioii. insuffici- 
ent product protection, clutter, and 
insufficient separation of commer- 
cials. 

"Agency opinion is that the new 
option tune rule vv ill not affect 
clearance for the show s in which 
they arc invoKed current lv . but 
that the effec ts will be ft It in the 
l'Jfi I - O'o season. 

Amplifx ing the agency view point 
on research, Crichton said. "It is 
not enough to know that what is 
being done is being done ac cording 
to promised specifications. There 
is an aeciite need for a reappraisal 
of present techniques of research, 
perhaps a simplification, and c< r- 
tainly improvements in the finds of 
data delivered. 

"There is a deep c< uiceru in the 
agent \ business that out of the 
search will come improved re- 
search facilities and performance. 
We believ e it logical that the facili- 
ties for iinplementiu.: this ouh t rn 
are used, and we think the \dv t i - 
Using Hesearc h Found ition has 
both the technical expertise and the 
objec t iv e v iew point ." ^ 
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PERFECT SETTI 

To support the Kellogg' s 
"Corny"radio campaign that ran on 
WHK.we offered free place- 
mats imprinted with some of the 
Homer and Jethro jokes heard 
in theKe'logg's radio commercials. 
Leo Burnett Gom pa ny.Ke Hogg's 
agency.was so gratif ied with 
the WH K effort that they awarded 
us f irst place among Group A 
stations (those in the big markets) 
for"outstanding promotion 
support of Keliogg's Corn Flakes 
'Corny' radio campaign." 
Place mats? A corny idea? Sure> 
But the right one for the 
client. We like to do things like this. 

WHK R AD f Q, C LEVEL AN D 

METROPOLITAN BROADCASTING RADIO 
REPRESENTED BY METRO RADIO SALES 
JACK THAYER, V. P. & GENERAL MANAGER 
A DIVISION OF METROMEDIA r lNC. 
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WHY DOES CREAM 
COST MORE THAN 
!LK? 



IT'S HARTJB 
THE COWS TO S 
ON SMALL iom 
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SRDS Data at work 
on new people study 

A new study of people, including 
their media and brand preferences 
will be completed early in 1964 by 
SRDS Data. Four- week field work 
lias just begun, with interviews 
scheduled in some 17,000 house- 
holds. 

All-media data will be compiled, 
SRDS Data president Phillip W. 
Wenig reports, though inter-media 
comparisons arc not necessarily the 
objective of the study. Special 
cross-tabulations will be made 
showing product usage, brand 
preference ranking, share of mar- 
ket by brands, effects of media ex- 
posure on product ownership, use, 
intent to buy, etc. In addittion, six- 
teen demographic characteristics 
conforming to 4A recommenda- 
tions will be provided. Altogether, 
50 different product categories will 
be tabulated. 

Former Y&R executive William 
E. Matthews, now SRDS Data con- 
sultant, notes the study's value will 
be in what use the advertiser can 
make of it, as a guide. For example, 
knowing that people read a par- 
ticular magazine or watch a tv 
program, in addition to their brand 
preferences, intents, etc., he said, 
woidd enable the media buyer to 
make an advertising decision based 
on the information. 

Wenig said magazine data would 
be compiled by showing a subject 
the cover and table of contents of 
an issue, asking him to recall 
whether he had read it or not. No 
attempt will be made, he added, to 
establish the readership of individ- 
ual ads or articles in the magazine. 

While magazine readership will 
be established on the basis of a 
total issue, tv information will be 
obtained for individual programs. 
A Tv Guide digest of the program 
will be shown the person inter- 
viewed to aid recall. SRDS Data 
will do both 24-hour recall for tv 
shows in some areas, as well as 
going back seven days in others. 

As to whether the magazine and 
print data will be comparable, 
Wenig said this is "something agen- 
cies will have to decide." He said, 
however, that no correlation be- 
tween readership or viewing is be- 
ing attempted, though in time they 
hope to have methods which would 
make such a comparison possihlc. 



Complete data will be available 
in February, top 30 market infor- 
mation one month later., and local 
market data by 15 April. SRDS 
Data says it is using "one stage 
area replicated probability sam- 
pling." Wenig interpreted this as 
"just another way of getting sam- 
pling error." 

SRDS Data calls it the largest 
single personal interview consumer 
study ever conducted. In each of 
the 17,000 households, interviews 
of all members are planned, bring- 
ing the total to some 40,000. The 
National Consumer/Audience Pro- 
file is second one conducted, fol- 
lowing the first sweep last Spring. 
Field tests were conducted in 1962. 

Minn. -Honeywell buys 
ABC science for kids 

Minneapolis-Honeywell will make 
its network tv advertising debut 12 
January as sponsor of ABC TV's 
new Science All-Stars (Sundays, 
4:30-5 p. m. ) . The series, which pre- 
mieres on that date, will feature 
youngsters demonstrating scientific 
inventions and experiments they 
created for U. S. Science Fairs, 

Commenting on Honeywell's 
new advertising strategy, Company 
president James II. Binger explain- 
ed that until now, advertising on 
tv to the general public was not 
considered by the firm to be "en- 
tirely appropriate and justified." 
However, he sees sponsorship of 
Science All-Stars as "an opportunity 
not only to benefit ourselves, but 
... to introduce into network tele- 
vision another program that can 
have henefieial effect in the techni- 
cal education and encouragement 
of youth." 

MGM-TV is producing the series 
for ABC. BBDO is Honeywell's 



NEWS NOTES 



Station names agency: KATU-TV, 
Fisher Broadcasting station in Port- 
land, appointed Geyer, Moray, Bal- 
lard to handle its advertising and 
promotion. Plans call for a cam- 
paign to begin next month, out of 
the agency's Portland ofRcc. Station 
is currently constructing a new 
tower transmitter atop Portland's 
Svlvan Hills in the heart of the 



city's metropolitan coverage area, I 
shift from the present tower loca* 
tion of Mt. Livingston, 18 miles 
northeast of Portland. 

New ANA edition: International 
standards and regulations included 
in the shipment of sponsored films 
overseas are spelled out in the 
ond edition of ANA's report, *T3| 
port and Import of Business Films?* 
Prepared under the auspices of fh#i 
ANA Audio-Visual Committee, the 
report has been reviewed by th# 
appropriate government agencies 
and provides information as seeur* 
ing certification by the US I A and i 
utilizing UNESCO film coupons ffl 
a convenient form of eurren#fj 
Price is $5 for non-ANA members, | 

Spot tv debut: Helene Curtis' Ten*! 
der Touch bath oil, on the mark™" 
for about two years, will man mdll 
its spot tv debut in both day and] 
evening hours. Details of the ej|ffl^ 
paign were not divulged. Agency g 
Edward H. Weiss, Chicago. 
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Miles A. Wallacm to director 
market research of Revlon. He wpi 
president of M- A. Wallace ltej 
search. 

C, Russell Notes to public rate 
trans vice president of the Plfoelfj 
Mutual Life Insurance Co. 

Stax McIlvalxe to director 
public relations and advertising 1 ■ 
the Great Southwest Corp. He t'f 
places David T. Blackburn, on f 
two-year leave of absence to sersf 
as general manager of the f&sM 
Pavillions and Music Hall for th| 
1964 World's Fair. 

Yolax.de TSAt to executive asl 
sistant to the general manager q 
the Hollywood Advertising Club. 

William W, Bbyaj* to dlrecll 
of Humble Oil & Refining, succeed 
ing D. W. lUMSEtf, JR- S'A^t-QEL 
CflABLTOS will succeed R«soi 
vice president for marketing. 

Roblht J. Newell to vice presj 
dent and general sales manager ftj 
Autopoint Co., a division of 
Corp. 

Arnold T. Xappi to sales 
neer for S.O.S. Photo-Cme-GplS 
He was sales engineer and maitflja 
of the New York Sales office ■ 
Fischer and Porter Co. 




MuiKins Inn c hern squeezed on- 
to transparent .slides, flattened 
W$h> flip curds, u on)id on film, .md 
tilled into reels of tape — all in an 
KfFort to hrins* the market to the 
inirhm er. Hut many hroadcasters 
|Vc found that even a m»od job of 
pdekauiiiu a c-ommuiiity drains 
italitv mid re.dity, and dilutes ini- 

0. 1ct to some decree. 

One solution — especially elfee- 
hc in the rase of a less familiar 
fuirket — is to approach the proh- 

1, m from the opposite direction. 
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Ft. Wayne junket: 
buyers' market trip 

Corinthian Broadcasting brought Chicago 
timebuyers to Fort Wayne to experience 
and evaluate the market first - hand 

PHOTOS: M'DHEY 11 EASE)' 
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and bring the timebuyer to the mar- 
ket. This means the market can't 
be "edited" to any great extent, the 
buyer sees it exactly as it is, not 
only as an observer, but as part of 
the scene — he's been put in the pic- 
ture. The recipe for this reverse ap- 
proach is the market trip, with 
probably as many ways to cook one 
up as there are stations. 

Corinthian Broadcasting decided 
to transport a number of Chieago 
advertising ageney buyers to Fort 
Wavne, Ind. to acquaint them with 
the WANE-TV and WANE Radio 
area, and impress them with the 
faet that "Fort Wayne is one of the 
five most-used test markets." 

Before noon one day two weeks 
ago, the "touring" buyers gathered 
in Chicago's Union Station, where 
thev were rovallv welcomed, and 



joined, by a quartet of II-R sales- 
men and station and Corinthian 
officials in two private railroad cars. 
The travelers were hardly settled 
when a lively brain-straining game 
requiring them to unscramble let- 
ters to spell out broadcast-advertis- 
ed product names started. 

Pronto, the buyers were scram- 
bled as mueh as the letters, since 
the words were taped to the play- 
ers' baeks, as well as throughout the 
car, so that everyone had to roam 
around to read all the cards. Many 
of the buyers stuek intently with 
the game for the two-and-a-half- 
hour train ride, even working at it 
in the dining car over luneh. (It 
was later announced that Dorothy 
Fromhertz of Foote, Cone & Beld- 
ing won this contest, and a tv set.) 

The buyers had plenty of time to 



observe the outlying parts of the 
market from their train windows, 
noting the flat farmland, and were 
reminded that there were no prob- 
lems involved in sending out a ul 
signal here. 

When the train arrived in Fort 
Wayne, they were greeted by Reid 
Ghapman, station manager; and 
Charles Tower, Corinthian execu- 
tive v.p. from New York, a£m 
hustled aboard a waiting bus for I 
eloser view of "America's Friend- 
liest City." Another game — this mm 
designed to aequaint the buyer! 
with the station personnel, got un-i 
der way as the bus ride began. 

With station promotion director^ 
John Thompson aeting as towl 
guide, and WANE Radio tuned 1 
(so they eould hear first-hand ih\ 
adult listening format), the bus 




pMiiH'd past rcsulrnti.il areas ( "the 
market has the holiest perceiitaur 
of homo ownership per capita ). 
visited .111 enormous supermarket, 
drove past several l.irue shopping 
areas, industrial plant*, nitra-inod- 
cm hanks, a new college, numerous 
churches ("see win were called 
The City of Clinrclies?"). 

When the hns arrived at the 
hroadeast stations, the I hi vers were 
.shown the facilities — including a 
new winu under construction — and 
ilfret station personnel, who helped 
them complete their name ques- 
tions. ( Katy Timlin of K.C&R won. 
took home a radio). The\ asscm- 
jbjed in a large t v studio where 
iteid Chapman showed a film of 
them stepping oil the train at the 
rtilroad station a few minutes 
•arlier ("we can get news on the 



air fast" ) , plus a \ idcotape pi esrn- 
tatiou ol segments of \\ WK'lV 
programs ( "the stations arc looked 
upon as comimmits leaders and re- 
spected lor community -er\ ice 

Alter a thorough inspection ol 
tlx* stations, the media lolk took 
a short ride to the Olympia Cluh 
v\ here the\ met cits ollicials, re 
taxed in opnlant surroundings, and 
sipped cool 1 leverages until it was 
time to hoard the train lor diunei 
and the return to the Winds ( !it\ . 

Agency |)eople on the trip: Kav 
Kennelly, Hi omter 6c 1 laas. Jack 
Towers, Jack Kaciiiarck, Scott Dcn- 
man, and Hoh Hossiter, Leo Bur- 
nett Co.; Tom Henry and Cordon 
Crcdcll, DA rev, Dorothy Kroin- 
hert/., John Wnssow, Mike Miller, 
and Katy Timlin, l'oote. Cone cc 
Helding: Jim Foley and Mike 



( )'( 'miner, K< n\ou «\ I ( kh.irdt 
Carol Spring and 1'at Crav, \rtlnir 
\le\ erholl c< \ssoc Marianne 
Monahan, John Stetson, and John 
Cole, Wedhani. 1 .oius cc Broi In 
\lari;c I'lcitron. |ohn \\ Sh.iw \dv 
.ind \le\ I'odhor/cr, \(iumi <\' 
Huhicam. 

From ll-H: Crnnt Smith, Charles 
Fcruiison, Hill Mcllea, and Jim Fo\. 
Station personnel who made the 
trip I rom Chicago: John Thompson, 
promotion director. Hoh Fndres. 
W'WK Hadio. program director 
John Kcenan, \\ \.\K-TV s.iles 
manager; and Jim Kncher, WANK 
Hadio sales manager. On hoard also 
were Don Kearney, Corinthian di- 
rector of sales, and Dean Linger. 
Corinthian director of .uhertisinu 
and pnhlic relations, hoth Irom 
New York. ^ 
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Johnson Judges effects 
of dynamic population 

J. Walter Thompson v.p. outlines the five 
changing characteristics which will guide 
future of city planners— and advertisers 



A picture of population growth 
and its attendant problems and 
opportunities was outlined last 
week by Arno Johnson, senior econ- 
omist and vice president of J. 
Walter Thompson. Johnson spoke 
at the New York Conference on 
the Super-City of Tomorrow spon- 
sored by the National Water Insti- 
tute. While his remarks were 
related to water supply and pollu- 
tion control problems, transporta- 
tion, housing, and other social 
phenomena, the population changes 
hear directly on the future of ad- 
vertising and marketing. 

There are five major changes or 
trends in the character of the popu- 
lation which will have particular 
significance in planning for the fu- 
ture, Johnson said. The changes: 

1. Rise in income and discre- 
tionary spending power. This will 
hasten upgrading of standard of liv- 
ing concepts — with increases in 
general consumption in auto own- 
ership, as well as increased home 
ownership which has already grown 
from about 40% of families before 
the war to well over 60% today. 

2. Upgrading of educational 
level of the adult population. This 
will result in increased interest in 
reading, culture, science, and out- 
door activities; more rapid increases 
in productive ability and income, 
and in the urge to upgrade the 
standard of living and social con- 
cepts and goals. 

3. Changes in way of life and 
work. Trend to family-oriented way 
of life with more children has 
caused a considerable increase in 
consumption of those items having 
to do with the home and family 
living. Food and beverages for 
home consumption increased 65%, 
between 1947 and 1962, while pur- 



chased meals and beverages in- 
creased only 53%. There were also 
marked increases in expenditures 
for household utilities, user-oper- 
ated transportation, travel, health, 
private education, and tv, radio, 
records, and musical instruments. 

REAL INCOME EXPANSION 
REVOLUTIONARY: 1950-61 



POWER UP 141% IN 11 YRS. 
DISCRETIONARY SPENDING 



*liasic living costs; food, clothing, shelter 
**llusetl on proiliiclian potential of $750 
billion in 1969 anil $925 billion in 1971 





This trend to home-oriented family 
life also is reflected in the rapid in- 
crease in number of families; in | 
higher percentage of the popula* 
tion being married; in marriages at 
an earlier age; in an extraordinary 
increase in the number of children 
under 10; a rapid increase in home 
ownership as well as in expendi- 
tures for home-life activities; in a 
movement of population to the 
suburbs; and rapid growth of shop- 
ping centers and self-service distri- 
bution. 

4. The age distribution of the 
population is changing, with |, 
rapid increase in family-formations 
indicated by the coming big bulge 
in the age group of 20-34. Total 
U.S. households are expected to 
increase 33% from 52.6 million in 
1960 to 70 million by 1975. ThJ 
trend will increase the already 
high mobility of the U.S. popula- 
tion and will bring many mare 
people into the heavy-consuming 
young householder market, 

5. Continued movement from 
rural and farm areas to suburbs an# 
intcrurbia and the changes in the 
character of the population of cen- 
tral cities will have profound ef- 
fects on social and buying habitlr. 
Specifically, there has been a rapid 
movement of rural population ff 
marginal income to the Urhan cen- 
ters and into industrial and non- 
farm jobs where the resulting in- 
come increase has greatly improve! 
this population as a market. This 
trend has been particularly signi^ 
cant in the rapid growth of the uorj; 
white population in central cities. 

Analysis of the real income ®&A 
discretionary spending charts W- 
vcals that in the 11 years, 1950 to 
1961, the number of families vidu 
real incomes over $10,000 incrc«iJ 
208% (in terms of constant ISM 
dollars). Those with real purehaS* 
ing power between $7,QQ0-$1W®O 
doubled, and those with over $5«jO$0 
nearly doubled from 14.S milte>| 
or 37% of the 1950 total to if J 
million or 59% of the 1961 WMk 
Discretionary spending pofWIli 
based On a 1950 standard fll 
living concept grew 141% betwoer 
L950 and 1963. In that time, it Iw 
increased from 42% of total dfe 
pusable iueome after taxes to 5ti^ 
iu 1963, and by 1974 its share o! the 
greatly increased incom* cbiM 
grow to 63%, #1 
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Piels, Quaker Oats 
yp PKL to $30 mil 

l'llpl'lt, KjKTlig, LotS, OIIC of 1 1 If 

feu publicly owned agencies in the 
business as well as one of the "hot- 
test" on tin* creative side, npped 
its hillings to some $30 million last 
week by acquiring its second and 
third major accounts in the last 
three months. Latest signer was 
Piel Mros.. which shifted its $2-3 
million account alter 1 1 years at 
Young is Hubicam. The day before, 
PKL picked up several Quaker 
Oats divisions, also totaling be- 
tween $2-3 million. Its other recent 
acquisition was U.S. Rubber's $1,2- 
niilliou account. 

A l'KI, spokesman, although 
pointing out that it's still "too early" 
to determine the fate of the Bert 
and I Iarry commercials promoting 
'id's Beer, added he'd as soon 
kill my own mother" as eliminate 
the popular cartoon characters. 

Quaker's switches to PKL in- 
volve Aunt Jemima fro/en foods, 
rom J. Walter Thompson; Quaker 
PulFed Rice and Puffed Wheat, 
feim Comptou; and Pamper cat 
^ood, from Lynn Baker. Inc. In 
ddition, PKL will he awarded sev- 
ral of its new products, and 
.'uaker is moving its Quaker and 
\unt Jemima lines of corn i*oods 

0 Coinpton from John W. Shaw, 

1 lie. 

PKL's client list is down to 21 
rom a high of 26 a year ago, and 
ralf its hillings increase is attrib- 
ited to budget hikes from its eur- 
ciit accounts. Only $5-million was 
>u the agency's boards the end of 
i first year, but this was doubled 
he second year, and the latest ae- 
lliisitions have pushed it to the 
j>30-nn'llion figure. This also moves 
'KL up some 30 notches in the list 
f top 100 agencies, from its prc- 
ions ranking as 7.5th in all-media 
) filings. 



Irey in Japan link 

a*f Adv. and a top Tokyo agenev 
Hntly have formed Crey-Daiko 
pi*. O.n'ko, reported to he the third 
N'«t .lgeney in Japan, bills at an 
mural rate of about $16 million. 
»©-third of which is in tv. Founded 
i 1944, the agency has over 1,000 
nvployes in 35 offices. 
This is Grey's second venture in 
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the international area: Last \ car. 
it .ie(|uii-ed a substantial interest in 
( .'h.irles \\ . I lobsou. Ltd., Loudon 
(now Charles I lobsou & Cre\ 
( -re\ s domestic billings arc uou 
o\ or $SU uiilliou a \ ear. 

Cre\ - Daiko aceouiits include 
Takeda Phariii.ieeutie.il; Matsushita 
l'leeti ie. Aiehi Tomato Co.; Tumi 
Rayon and Tovo Spiuuing. Canon 
Camera. lsu/ii Motors, and Smin- 
tomo Rank. Rcvlou has appointed 
Crey-D.iiko as its agency in Japan 
(Grey handles most of the Rcvlou 
account in the l T . ST 

Giegerich to special 
projects v. p. at FSR 

Puller & Smith & Ross has announ- 
ced the appointment of Carl R. 
C iegerieh as vice president 
for special pro- 
jects. Prior to 
joining FSR. 
Ciegerich was 
a direc tor, sen- 
ior vice presi- 
dent and ehair- 
m a n of the 
plans board of 
Cunningham & 
Walsh. Before 
that, he served 




Gtcucricli 



as chairman of the agency's ex- 
ecutive committee and director of 
creative services. 1 Ie is an "avid ex- 
ponent and practioner of the inte- 
grated promotion, combining adver- 
tising, market ing.mercliandisingand 
publicity into a single sales pack- 
age." I lis new duties will include 
the chairmanship of FSR's Creative 
Review Board. 



Boost for K & E intl. 

Kenyon & Fckhardts international 
partners are acquiring new business 
at a rapid rate, announces president 
David C. Stewart. Six new accounts 
have been added for Pnblinsa-Ken- 
yon & Hckhardt. Spain, K&E Novas 
de Mexico, and Xovas-Criswcll- 
KtSdC, Venezuela. 

The Vcnc/ulan branc h picked up 
the llein/. account, including baby 
foods, canned tomatoes, ketchup, 
soups, vegetable salads and new 
products, in addition to Colgatc- 
Pahnolive's Ajax. 

Publinsa-K&F was assigned the 
International Wool Secretariat and 
Aliinentos Concctr.ulos. sonpsand 




WHY SALES CLIMB 
ALONG THE SKYLINE 

You really go places in this "one- 
buy" TV market with Gasohno 
and Petroleum sales as large 
as the 16th metro area and 
Automotive sales that rank 
19th! 

SKYLINE 

TV NETWORK 



P.O. BOX 2191 • IOAHO FALL!, IOAHO 
CALL MIL waiOMT. 991 . COOI SQ«'M3 : 1**I 

Call your Hollmgbery office or Art 
Moore In ihe Northwest or John L. 
McGuire In Denver. 

KOOK Billings KFBB Grul Falls KXLF Bull* 
KID Idaho Fails KBU Hrltnj KM VT Twin Fills 



a 





TeeVees! we've some octs to 

grind, tea. We've had S«i'- 
tics end Piessiei ond before »c 
get Movies and Maggies, let's 
put-on o show' for TeeVees' 
Naturally, we're spotlighting 
our Chonncl Seven Showmanship 
schedule in these TeeVees f irst- 
les but we'll gront you equol space for your 
contribution of goodies Just send them to 
WTRF-TV's TeeVees Editor, Wheeling 7, West 
Virginia We'll accept spot campaigns, too. but 
■f you prefer, ask Rep George P Hollingbery 
for the Wheeling TV story 

wtrf-tv Wheeling 

NOW FOR TeeVees! Get set Rcd.go 

She's o nut . (Hoiel). The old Grind!) get 
you if you don't diversify' Poor) for the 
course Air pollution . Kildarc). Suty be- 
fore midnight . I Eleventh Hour) Tom. Dick 
and Horry (Third Man) Third man's girls 

'Horry's Girls). Without vacuum cleaner 
(Novok) It's been o (Boone to TV drama 
Kildorc orders the Chinese beer mon to deliver 
24 botlles to friend . ( Ben Casee). 

Wheeling wtr»-tv 

KIPLING TIPPLING' A tog. o bone ond o honk 
of hoir' A drog. a drone and o tank of air' 

wtrf-tv Wheeling 
SOCIAL SECURITY' The system thot guoron 
tees you steak when you have n® ttcth to chew 
it with 

Wheeling wlrf-tv 
LIGHT TOUCH' Benjomm Fronklm mow have 

discovered electricity but the mon who invent 
ed Ihe meter mode oil the menev 

wtrf-tv Wheeling 
* FREE and yours for the asking »< || tend 

you all the Wheeling Steubenvilk Industrial 
Ohio Valley Morket da'o you »onf A lo» t sti 
mote of what our new ond toller tower delivers 
is S29.300 TV HOMES That s a lot «t ve I 
Wont availabilities for your nett co^pa gn> 



CHANNEI 
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SEVEN 
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AGENCIES 



puddings. 

The Mexican affiliate acquired 
the Luxus line of hard candies and 
chocolates of the ACC Products 
Div. of Anderson, Clayton, plus 
Queens sheets and diapers, manu- 
factured by Hilados de Mexico. 

Stewart also announced the open- 
ing of a Barcelona office of the 
Spanish K&E affiliate, in addition to 
its headquarters in Madrid. 



NEWS NOTES 



Pet Milk products to DCS&S: 
Dohcrty, Clifford, Steers & Shen- 
field, which handles both consumer 
and medical advertising for the Pet 
Formula Nurser, has been assigned 
all the medical advertising for the 
Milk Products Division, including 
Pet Evaporated Milk, Instant Non- 
Fat Dry Milk, and Scgo. Other 
agency appointments include Lily 
Lake Cheese to Ben B. Bliss Co.; 
Caribbean Cruise Lines to Henry 
J. Kaufman; United ElectroDynam- 
ics to Gaynor & Ducas; Knicker- 
bocker Biologies, Pfizer Laborator- 
ies division of Charles Pfizer, to The 



Shaller-Rubin Co.; Estey Electron- 
ics to Kameny Associates; Starflite, 
Inc., Westchester Airport, to Prit- 
chard Wood; Doric Corp., Fred- 
ericksburg, O., manufacturer of 
ceramic wall and floor tile, trims, 
and accessories, to Norman Malone 
Associates of Akron; Guardian Sav- 
ings & Loan Assn. to Sander Rod- 
kin Advertising, Chicago. 

BBDO cops insurance account: The 
newly - formed Western-65 Health 
Insurance Assn. of Los Angeles has 
decided on an advertising budget 
of $1 million and selected BBDO's 
office there to handle it. Carl Jensen 
will be account supervisor. Wcst- 
crn-65 is composed of some 45 
major insurance companies, headed 
by Occidental Life Insurance Co. of 
California, Pacific Mutual Life In- 
surance Co., and California West- 
ern States Life Insurance Co. A spe- 
cial act of the California legislature 
passed 21 September permits the 
companies to share risks and joint 
underwriting of health policies for 
those over 65. 

Pet Foods firm to Shaw: Hill Pack- 
ing Co., Topeka, has shifted its II,- 



The pick of the crop 



■ 




Pretty girls and fresli apples were on hand as Charles \V. Itoyt Co. 
launched campaign for New York and New England Apple Institute 
and Western X. Y. Apple Growers. Cirls were candidates for "Miss Apple 
Queen," and apples were among first from fall crop in PC. E. and A". Y. 
State. Institute campaign included spots on \VAI5C, ^V'CBS, VVOR, 
WMCA, and \VNK\V in N. Y. C, plus stations in 10 upstate ft. Y. cities, 
nine .X. K. cities, and the Yankee Network,. Growers used radio and tv 
in major upstate N. Y. markets, and radio in secondary markets. All Svas 
augmented by newspapers. Explaining apples' finer point* to girls arc 
L. \V. Marvin (I), Institute mgr., and Iloyt Winthrop IIo\t chairman 




050,000 pet food account to John 
W. Shaw Advertising, Chicago, 
Tv will be used in limited markets. 
Other account switches include 
Crusader Life Insurance Co., Phila- 
delphia, to Yardis Advertising for -I 
new "Better Risk" policy; Claussen 
Bakeries of Augusta to Cargilh Wil- 
son and Acres; Sea 'N Surf Restau- 
rant in Framingham to Allenger 
Advertising; Bronstaon Hat C* toj 
Newman-Martin; Ostefmoor & Qm 
to Fred Gardiner; Allied Foods, Los 
Angeles, to Bcckman, Koblitz; Car- 
ling Brewing's Heidelberg to Baker 
& Stimpson Advertising, Seattle, 
Guild Bascom & Bonfigli will con- 
tinue to handle Black Label; Jewell 
& Sherman to Roche, Riekerd, Hen- 
ri, Hurst. 



NEWSMAKERS 



Walter Cooper to Kudner, 
Agency as a producer in the radii 
and television department. He WM 
formerly a producer at N. W. Aver 

Marvix L. Rand to the public re- 
lations staff of Griswold-Eshlemar 
Co., Chicago. He was vice pre&i 
dent for public relations at Klaii 
Van Pietersom-Dunlap, Milwaukee, 

Herb Daniels to managing 
rector of Tatham-Laird in Km 
York. 

Robert E. Fisher and MnCuEfJ 
L. Sherman to the account man 
agement division of Cunninghafl 
& Walsh. Fisher was vice preside! 
and director of public relations fo 
Northeast Airlines. Sherman was 
consultant in the international mar 
keting field. 

William M. Dawson to pres 
dent of Garui Advertising, §crarj 
ton, .succeeding the late Henry If 
Gann. 

Harry P. Stitzleln and Wn 
uam C. Sandwich to vice ;pffsS| 
dents of Norman Malone Assoc 
Akron. 

Miss Dixie Tna.\n?saN to Cui 
ningham & Walsh as a televisi 
commercial producer. She IS 
formerly with Tatham-Laird <$ 
acting head of their llollywae! 
office. 

Pavl R, Ross to Batten, Bar 
Durstine & Osborn as busiflie 
manager of the radio and tclevisic 
department. He was formerly m 
mjnistrative manager of televisie 
network sales for NBC. 
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BROADCASTERS' PROMOTION 
ASSOCIATION, INC. 



1963 SEMINAR 

NOVEMBER 17-20 



SAN FRANCISCO 

JACK TAR HOTEL 



it 



THE ANNUAL B.P.A. SEMINARS 
fevE BECOME A "MUST" FOR 
\NYONE IN THE BROADCAST 
PROMOTION FIELD 

■ 

1 Top name broadcast speakers 

Informative work sessions 

4 Idea-packed program 

\| Sightseeing in San Francisco 
everybody's favorite city" 





SEND THIS COUPON FOR REGISTRATION INFORMATION 

TO: B.P.A. SECRETARY/TREASURER 

215 EAST 49th ST. NEW YORK 17, N.Y. PLaza 2-4255 

PLEASE RUSH ME REGISTRATION AND PROGRAM 
INFORMATION ON THE 1963 B.P.A. SEMINAR. 

(name) 
(company) 
(street address) 
(city, state) 



BROADCASTERS' PROMOTION ASSOCIATION 



MMmi 1 NOVFMBEK 1963 
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TV MEDIA 

Tape production houses 
are no longer just 
"bunches of equipment" 

Although many an agency man still expects 
video tape firms to act and not think, 
they often could provide needed advice 
on creativity in television commercials 



Engineers, producers, execs at Videotape Productions evaluate commercials every week. 




Axyoxe would agree that a pro- 
duction house that works on sev- 
eral thousand commercials each year 
is hound to learn something about 
the business. And most any pro* 
duction outfit worth its salt will 
criticize and evaluate those corn- 
mereials. Yet the fact is advertis- 
ing and agencies don't often ask 
for these appraisals. 

The usual agency attitude is tha| 
production firms are groups of men 
and equipment meant merely to 
produce, period. This feeling is 
especially prevalent when it comes 
to video tape which is still rtol 
wholly trusted with the high quail* 
ty work of many agencies . 

At the Videotape Center in New 
York, however, the evaluation of 
commercials is taken very seriously. 
Neatly tucked away in the office of 
Herb Hobler, vice president and 
director of operations, are evalua- 
tions of commercials from almost 
every production series completed 
over the last two years. These 
evaluations or critiques are mad© 
out weekly by Videotape execu- 
tives, producers, directors, en- 
gineers, technicians, and salesmen 
at meetings held religiously every 
Monday morning at 9:15 a,rsy 
sharp. They are announced on the 
loud speaker system and everyone 
not engaged in actual production 
is expected to attend. Because the 
review sessions are held promptly 
one executive said he sometimes 
was forced to take a taxi to wo?*k 
even though he lives quite far « 
of Manhattan, 

Top men at the firm such as 
Howard H. Meighan, president 
and John Lanigan, vice president 
in charge of sale, are always pre- 
sent. 

The meetings are closed to all 
but Videotape personnel. The rat- 
ings and discussions arc meant for 
internal use but on occasion wham 
an adman wants to see the critique 
on his commercial he is permitted 
to. "Such an exchange of informa- 
tion has been valuable to batl* 
parties concerned," says Hobler. 

Very few admen have asked 
about the critiques, however. In 
most eases the admen know noth- 
ing about it. "We make no effort to 
publicize this*" Hobler comments* 
"but if an adman involved asked m 
see the ratings we give his work I 
douht if we'd say no. We haVerrt 



COMCTC IAL CHtTtQUK 
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2 -Very Good, 3 -Good, fc-r»lr 
5 -Poor 
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After each viewing a critique covering vital aspects of the commercial is filled out. Names of critic, advertisers are withheld above. 



I in the past." 

hi a couple (if cases where the 
lemon have seen the critiques they 
have talked with the people in- 
volved and reportedly revised test 
commercials or incorporated new- 
ideas in future commercials improv- 
ing "weak" points as the Center sees 
them. One advertiser, an airline, 
changed a studio scene to a more 
lively outdoor scene; a razor blade 
company also made changes. 

The critique sessions usually last 
about an hour. Although the whole 
staff is not on hand every time ses- 

Isions are well attended. Often about 
20 to 25 people are there. 
Commercials are chosen for the 
review sessions by the producer*. 
Usually one or two commercials 
are taken from each commercial 
series. In tot to, ahout 15 commer- 
cials are viewed at a sitting. After 
each one is shown on the monitor 
the critique sheets are made out. 
Then Holder tells the name of the 
producer, director, lighting director 
and others who worked on the spots 
and the work are discussed. Over 
the past year 625 commercials have 
been evaluated in this manner. 

Ratings from 0 ( for outstanding) 
to 5 ( for poor) are given in the 
areas of creative concepts, selling 
impact, lighting, special effects, and 
cts (see chart). 

All the ratings are compiled and 
nude into a report which is dis- 



tributed to executives. They are 
available to salesmen also. W hen a 
festival or other form of commer- 
cial competition comes up the ones 
with the highest ratings are review- 
ed again and the best ones chosen 
for submission. Recent commercials 
( seen at random) that have re- 
ceived high scores in various cate- 
gories: Revlon, Siinoniz, Miller 
High Life, I lanes. Thorn McAin. 
Illinois Hell. 

Nobody claims to be experts in 
every subject, or in any subject. The 
sessions are used primarily to give 
the production teams an opportun- 
ity to talk over problems and solu- 
tions with other personnel in order 
to benefit from each others work. 
Many times the same problems will 
come up in another studio in the 
future. Ways the commercials could 
be improved are also aired. 

Another important reason for the 
sessions is to acquaint salesmen 
with what is uoing on and aid them 
in learning w hat can and cannot he 
done, as well as giif them insights 
into some special effects and im- 
provements the stall has discovered 
In this way they are able to discus-, 
the production of future commer- 
cials with more know -led ye and per- 
haps make suggestions on the basis 
of what they learned in the sessions. 

It is not unusual that a lighting 
director, for example, will rate the 
lighting on his commercials poor. 



perhaps because the client wanted 
a lighting arrangement ho didn't 
agree with. At times I lobler has 
called in personnel on suc h occa- 
sions and discussed it with them 

Although the different viewers 
have specific areas of knowledge 
they judge in all categories. The 
area of wiling impact is perhaps 
the broadcast category, but in this 
ease the personnel view the com- 
mercial as consumers as well as 
commercial producers. 

Main - of the people have worked 
on the agency or network side of 
the business previousb . Howard 
Meiiihan. for example has worked 
with J. Walter Thompson and also 
with CBS. Laniuan has been with 
Compton. I lobler w as at both CBS 
and NBC working on network sales 

In the film industry main pro- 
duction houses are noted for being 
particularly know ledgeablo in areas 
of lighting foods or ears, dealing 
w ith animation, humor, photoma- 
tion or w hat all. but often feel that 
tape, beinu relatn eh \oung, is still 
not established. Tape m« n agree 
this might ha\e been true m the 
beginning hut after ha\mg done 
commercial atter i oinmerc lal <la\ 
alter da\ the\ like to feel the\ are 
not just an unit hum h of mat bin- 
rr\ but a t reatn e team at the same 
time. "We are m the ul business 
and not just in the soppb business 
said one man 
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TV MEDIA 



Production, sales up 
for all-channel sets 



General upswing for factories, distributors 
follows swift pace of change-over from vhf 



The swift pace of the electronic 
industry's change-over from 
manufacture of vhf-only tv sets to 
all-ehaunel receivers marked a gen- 
eral upswing in production and 
sales for the month of August. 

Distributor sales of tv receivers 
and factory production of sets rose 
substantially over August 1962, ac- 
cording to the Electronic Indus- 
tries Assn. Marketing Services 
Department. 

The EIA department listed dis- 
tributor sales of television sets for 
August of this year at 549,421, com- 
pared with 518,451 for August 
1962. Distributor sales of tv sets for 
the first eight months of 1963 also 
elimbed — from 3,692,017 through 
August 1962, to 3,954,670 through 



the same period of 1963. Total tv 
production for August 1963, was 
565,19S, compared to 500,693 for 
August 1962. For the first eight 
months of 1963, tv production was 
4,409,410, up from 4,132,603 for the 
corresponding 1962 period. 

Production of all-channel tv sets 
more than doubled during this 
past August, compared to the same 
month last year, with totals rising 
from 44,862 to 90,457, a ratio of 
more than one out of six. The race 
to meet the 30 April deadline for 
changeover was reflected in factory 
production figure of 599,3S5 units 
for the first eight months of 1963, 
eompared to 348,667 for the cor- 
responding period in 1962, a ratio 
of nearly one uhf in each eight 



First spot buyer for station 




Herb Thomas (seated), president of Winston-Salem Pepsi-Cola Bottling, 
signs contract for first spot at WOHP-TV (Whiston-Salcm, Greensboro. 
High Point), on its opening night 14 October. Participating in event are 
(1-r) Frost\ Snow of BBDO, Atlanta; Charlie Handle, station's sports 
dir.; and Bu/.z llassctt, WGI IP-TV as»t. gen. mgr. and commercial 
mgr. Thomas was among first advertisers on area's other two tv outlets 
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sets eompared to one in 11 for 62. 

In other electronic areas, dife 
tributor sales, of radio sets, exclu- 
sive of auto radios, reached 849,274 
last August, compared to 848 88,1 
in August 1962. Eight-month dis- 
tributor totals for the year were" 
5,482,987, down considerably from 
6,570,544 for the first eight mouths 
of 1962. Factory production <*f 
radio sets of all kinds reached 1,- 
252,878 in August 1963, compared 
to 1,253,753 last year and produe* 
tion for the January-August 1963 
period was down to 10,828,721 
compared to 11,652,448 for las* 
year. 

Auto radio production figures far 
the first eight months of 1963 wej)e 
up to 4,573,76S, compared to ifl 
103,170 for the 1962 period. Total 
fm radio production exclusive ot 
auto sets but including other am- 
fm combinations totaled 881,691 
through August 1963, up consider- 
ably from the 626,154 figure for 
the corresponding 1962 period. 

Faetory sales of tv picture tube* 
were down in both total units sold 
and in aggregate sales figures fot 
the month of August 1963 and foi 
the first eight months. 

The total unit sales for pietun 
tubes in August 1963 amounted 6 
767,529, compared to 795,121 f§j, 
August, 1962, and January- Aligns 
sales totaled 5,S40,320 in' 1963 a; 
against 5,916,2S6 units in 1962. Tlu 
August 1963 dollar sales figure wm 
$14,473,647, eompared to $15,0351 
S30 for that month in 1962; eight 
month monev totals were SlOS,90fl t 
438 in 1963 and $113,432,881 li 
1962. 

For receiving tubes, 31.569,001 
units were sold in August 19M 
eompared to 34,646,000 in Angus 
1962. January-August totals wer 
220,444,000 in 1963 and 242,27U» 1 
iu 1962. In dollars, the* August 11& 
figure was $25,785,000, compared t 
$29,222,000 in that month the pre! 
vious. year. For the first cif^ll 
months of 1963, the sales figure 'Wflfl 
S 181,64 1,000, compared to $f 03 fl 
174,000 in 1962. i 

Both distributor sales and factor I 
production of portable and tab! I 
model phonographs edged up sonic ] 
what during August of this yea 
compared to August 1962, but thi 
figures for console phoiiografl jl 
were down in both categories k 
the mOnth. # I 
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ABC promotes Newi. 
Boorom in sales dep't. 

Former ABC-TV assistant dav time 
sales manager Ceorge II. Xewi lias 
lu'en promoted to direc tor of sports 
me I special program sales. New i 
hud previously been director of 
daytime programing for McCann- 
Erickson, and before that served in 
• lie media research department and 
[ i 4 s a broadcast media time buyer 
or Compton Advertising. He is 
; uKCceedecl by Warren Boorom. who 
■nines to the network from Metro- 
Media where he was vice president 
f ar sales development. He was with 
I he Radio Advertising bureau from 
\ to HJfiO reaching the position 
\ >f \ ice president. Previously, he 
l.vas director ol promotion with 
|VT01\ W ashington. 

ITv for Congress ? 

■ Television could work as an ef- 
'eetive public relations tool for the 
nitecl States Congress and might 
j ilso be explored as the means to 
'nil the filibuster. 

This was the opinion of Senator 
Jacob K. Ja\ its (H., X. Y.). speaking 
m the Vnilcr Discussion program 
»n Metropolitan Broadcasting sta- 
' ious W'TTC-TW Washington. 
).C. and WNKW-TV. New York. 
"Let the public see what goes on 
' ij the filibuster, hour after hour, 
lay alter day. week after week, 
vliile the Senate sits on its hands 
lnd even committees are prevented 
[nvm meeting for the purpose ot 
1 Joing urgent public business which 
Might happily follow the filibuster." 
s V said. "I think exposure on tele- 
ision is important to make people 
t eel that they have a world pl.it- 
1" of in and must measure up to it." 
v »Ie pointed to the success of the 
v alachi tv hearings and noted that 
it is manageable; they ^tv hearings) 
all he controlled; they are not go- 
ng to run away from you . . . So I 
hiiik exposing ourseb es more to 



the public and modernization w ill 
bring us more public respect." 

Hep. Thomas B. Curtis ill , \IoJ 
also advocated tv coverage <»| ( ,un 
gress and .idded, "I'd like In have 
some t v shows not of I he srus.i 
tional hearings, but those Un- 
careful ones — like the tax bill. 

By v utile ol a rules change some 
years ago, the Senate does allow 
coverage of its eoimnitteo hearings 
at the discretion of the chairman, 
but telev ising of full Senate discus- 
sions is still prohibited. 



GWB pays $12 million 
to Para, for KTLA 

( .olden \\ est Bioadc asters h.is Im 
ah/ed the huv of its lust t\ piop- 
( I tv , KT1. \ I .os \ligele\. lui S I J 
million. The transaction gin s down 
as one ol the lughest-pric ed deals 
in broadcast sales historv 

The stat ion. which opn.it" s on 
channel 3 in Southern ('ahioriii.i 
has been owned and operated In 
Paramount Pit lures since P) V) 

its new owner, ( A\ B is he.ided 



YOU'RE ONLY 

HALF-COVERED 

IN NEBRASKA 
IF YOU DON'T USE 
KOLN-TV/KGIN-TV! 




AVERAGE HOMES DELIVERED 


PER QUARTER HOUR 




(Feb.-Mareh, 1963 ARB — 6:30 to 10 p.m.) 


UNCOIN I AND* "A" 




(KOIN-TV KGIN-TV) 


.61.700 


OMAHA "A" 


63,800 


OMAHA "B" 


54,700 




.54,300 


IINCOIN IAND* '"B" ....... . . 


23,600 


UNCOIN IAND* "C 


23,600 


*Linceln- Hsslmgi-Ktarnty 





RaUng proffttxan t arr riiimatrt onfv, tuhprrt fa on V 
tirfr-rt* an>{ itmtltattnn* of tourer mairrtol onH melho*i* t 
and mav nr mat not curate mraturvmrnt e of 



Lincoln -Land is now 
nation's 74th TV market!* 

TIi>t>" arr tun big TV niarkfl* in Nrhra-ka. 
To ri'iicli lliriu. > mi haw Ik ii«<* a •.latum 
in cull. N'll I iiirnln I .Jiol .iml y » r «i>l>l 
ninrv iIkhi I i .1 1 f 1 1 1 «• l>n> injt |>«n*»T in «l»lr. 

I Jticoln-Ijinil i« now tin- 7 ilh largest 
mnrkrt in thf f I>a»i >l on uvrrqrr 
ihiiiiImt of linnti'x |tf r <|ii.irlrr hour primr 
lime <l>-l i \ rr il l>> all station* in 1 lir 
markcl. k< H.N TV Kcl N TV il.li wr* 
more limn 206.000 limin-. Iionu** lli.il 
arr a "iihikI" »ii an> Ixp-markrl m-1h-«Iiiu\ 

A-k \vrr\-knoi|r| for roinplrlp farl- mi 
Knl.VTY k«.|N T\ llir nffiri.il Hj.i. 
( |t> < Idlli-I for 1111MII of .Ncl'TJ-ka afi'l 
.N orllirrn Kan»n». 



K0LN-TV KGIN-TV 



OUXKIl It • 114 004 WtrtS 

iwo rr. tomii 



ohmmii 11 * in iM wtm 
i04t rr. tomii 
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by Gene Autry, board chairman, 
Robert O. Reynolds, president, and 
Lloyd C. Sigmon, executive vice 
president and general manager. It 
is contemplated tbat the present 
management of the station will be 
retained by GWB when it assumes 
control of KTLA. 

Subject to FCC approval, KTLA 
becomes a subsidiary of the GWB 
group which also includes radio 
stations KMPC, Los Angeles; 
KSFO, San Francisco; KEX, Port- 
land, and KV1, Seattle. 



NEWS NOTES 

Joining CBS TV as satellite: KTVS- 
TV, Sterling, Colo., will join CBS 
TV as a satellite of KFBC, Chey- 
enne, Wyo., effective on or about 1 
December. KTVS will operate on 
Channel 3, is owned and operated 
by Frontier Broadcasting Co. 

Cartoon Xmas Carol sold: Timex 
Corp. (Warwick & Legler) is foot- 
ing the full bill for Mr. Magpo's 



WHAT'S IN THE MIDDLE 
MAKES THE BIG DIFFERENCE 




..and, IN PENNSYLVANIA, IT'S 

W J AC -TV 

It takes the market in the middle 
to give you complete coverage in 
Pennsylvania. And WJAC-TV is the 
one station that serves these "mil- 
lions in the middle." Here in one 
buy -- you reach America's 27th 
largest market! 




Christmas Carol, tire animaieiP' 
color version of the Charles Die 
ens classic scheduled for 13 De- 
cember (7.-3Q-8;30 p.m.) on XI 
TV. Produced by UPA Pictures in 
association with NBC, the cartofin 
was originally telecast 18 Deeejfc- 
bcr. The voice of Ebenezer ("1 
humbug") Scrooge is provided b\. 
Jim Backus. 



Joint production: MGM-TV is pro 
ducing a new hour dfainatic-sos 
pense series in association wil 
NBC TV, for 1964-'65. Norman Ffl- 
ton is executive producer oi 
which will star Robert Vaughn 

UA-TV and CBS TV collaboration 
United Artists Television is prepni 
ing a new series, Mark Dolphin, (mi 
CBS. The one-hour drama-adven 
ture, written and created by Nl 
Richard Nash, is being readied M 
possible use in the 1964-'65 seasuJ 
The series will star Robert HortwiJ 

TNT Color system: Theatre Mm 
work Television's new Color Bl3o 
phor large-screen closed'CiretiiJ 
system, now in production, 
been introduced at a series of dend 
onstrations at TNT's TechnfeaJ 
Center in Wood-side, N. Y. Demon! 
strations in other V. S. cities 
begin late this month, with tl*J 
first out-of-town demon s trati®?! 
scheduled for Washington. 

NEWSMAKERS 

Jack Berry to station manager f j 
WNEM-TV-FM, Bay City. He to] 
been commercial manager 
Gcrity Broadcasting. 

Richard Howlaxd to promotto| 
manager of WSFA-TV, Montgon] 
ery. 

Kkxxetii L. Hatch to goiitel 
sales manager for KSL-TV, 
Lake City. 

Bob Behxsteix to national 
lie relations director of the Ts 
angle Stations. He was vice pr&| 
dent of The Softness Group. 

Jack Drum to vice president < 
The Softness Group, Linda 
to account executive there. 

Kkhmit T. Slack to director <1 
advertising and public relations f 
WCKT-TV, Miami. He was m 
tive director of the Arthur ,V|o| 
Agency and a copy director 
Bishopric, Giesen, Fielden. 
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Radio brand figures 
at make - break point 

unker says RAB has tough fight ahead to sway 
thers to follow-up N. Y. -tested billings study 



riiK mcckss or failure ol BAB's 
attempt to provide advertisers 
•rtl agencies with the actual net 
41 1 res for radio hrand hillings ap- 
»a rs to he at its "mako-or-hreak" 
«;nt. 

BAB president Kdmund C. 
Mker last week divulged the re- 
Its of a pilot study on hrand e\- 
liditures, with information pro- 
ded hy 13 Xew York area sta- 
ins. With the pilot test in hand, 
VB hopes to sell the idea to radio 
itions in other markets, one by 
m, until all major markets are par- 
•ipating. 

Addressing a convention of the 
stitutc of Broadcasting Financial 
anagcilient in Xew York ( see 
ige 21), Bunker revealed prelimi- 
iry figures which indicate that ad- 
rtisers spent ahout $10 million 
let ) on X.Y. radio the second 
larter of this year as follows: 
line $7.5 million hy an estimated 
2 national and regional adv er- 
c'rs to promote 210 brands, with 
rail advertisers accounting for the 

St. 

After his speech. Hunker stressed 
' s pon son that because stations do 
vt want to reveal their hrand bill- 
US to anyone, HAB has a hard 
'lit ahead in convincing those in 
hrkets outside X.Y. to take part. 
Iron though the project is sup- 

I Jrtfcd hy both individual reps and 
Ltition Hepresentatives Assn.. HAB 

1 1st still prove the long-range 
(due to individual outlets, he said. 
Net-vs. -gross- tinic-h i 1 1 i n g s is 

KB's .second major hurdle to over- 
rule hefore initiation of the pro- 

II t. Bunker fears that when coin- 
I ring tv and radio brand expendi- 

ft es, a reader might not realize 
I tit the two sets of figures are 
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Based on dillerent scales, "\layhe 
we are hotter olf using gross bill 
ings instead of net," he mused. 
"M.n lie wo should gross them our- 
selves." He added that the tv fig- 
ures compiled In the FCC are "al- 
ways ahout 3() r r under comparable 
figures released hy TvM." 

Belore the Xew York pilot study 
hegan, meetings wen- held with 
metropolitan area stations to con- 
v in eo them their figures woidd 
never he revealed individually. In 
the end, IS stations agreed to take 
part in the test, and 13 ultimately 
reported their findings. 

Aside from fears of security 
leaks, stations are averse to pay- 
ing for the service. Bunker esti- 
mated it would cost Between $30,- 



(XXI I $50,000 aium.ilK t<> pro 

\ ide agencies and advertise rs with 
the total. 11.tt10n.il hrand In Brand 
spot radio expenditures. Bight now . 
H \B itscll is absorbing the cost 

I'ntil B \B ( ou\ inci s stations 111 
Chicago, bos Angeles, and other 
major markets of the piojeits 
\ .due, station reps are pro\ iding 
the figures. Then are sent, in eon 
fidence, to the C 1 1 V firm of 1\ at, 
Marw ic k & Mitchell, \\ hit h is com- 
piling autl processing the totals. 
Kach station that took part in the 
\.Y. test u as classified h\ a code 
number, so that oub PMi\M per- 
sonnel would know their actual 
identity . 

During his I BFM talk. Bunker 
said that if radio can solve the prob- 
lem of measuring its audience 
through such efforts as BAB's pro- 
posed methodology study, the med- 
ium ctnild "gross SS50 million b\ 
1065 or 1066 — an increase of as 
much as $150 million over radio s 
current annual gross.' 

Bunker said a sun e\ tif B \ B 
ineinher stations showed that seven 
out of ten report total sales ninth 
above those til last year — an aver- 
age increase of \ V r over the 1062 
figure. Calling radio "badly under- 
priced", he pointed tint that spot tv 
rates ire up 76 r <- since 1056. vv hile 
radio s are up only 15 r ' in the same 
period. ^ 



Winners take Yankee prize 




Prize s were awarded to acencv en trim Is by Yankee Net* nrk in contest 
marking .loth animcrsan. of New Kimlancl chain. Taking part are il-r 
Al Maflie. Yankee N.K. Sales incr.: winner W ill tain 1. Oraiihttre, \ .p., 
Jerome O'l.eary Acrnr> : Yankee ad\ . dir. \t K'orn; « inner John T. 
Malloy, account e\ei\ HB1X), Boston; and Yankee natl. sales dir. Proctor 
Jones. Other winners, not present, s\ ere John B. Collins of Paper!, koenic, 
Lois; Bobert C. Kellv, I .ennen & \e\* ell; Jack J. Keener, Tidew aler 
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Radio /tv cover a 
changing audie 



c 




Novik 



liANCK eauses change 1 . In the case 
of the civil rights movement, a 
breakthrough 
in general 
broadcast cov- 
erage of Negro 
news is pro- 
ducing a num- 
ber of interest- 
ing collateral 
effeets on the 
listening habits 
of the Negro 
community all 
over America. This is the educated 
opinion of one of the country's top 
Negro-station broadeasters, Harry 
Novik, general manager of WLIB, 
New York. 

The breakthrough, aeeording to 
Novik, in an interview with spon- 
sor, came with the eoverage of 
James Meredith's integration of the 
University of Mississippi. Prior to 
this, the general broadeaster ear- 
ned only the "highlights" of the 
Negro story. "The day-to-day news 
was left pretty much in the hands 
of the Negro-oriented stations 
which programed to this speeifie 
marketplace," remarked Novik. 

"Meredith was the trigger and 
there has been no let-down sinee." 
Novik noted that the issues of the 
Negro story were "just too big and 
eoming just too fast" for any gen- 
eral media to give it the eursory 
treatment it had reeeived in the 
past. "To their eredit let it be said 
that the general broadeasters did a 
magnificent job. Coverage was su- 
perb; man-in-the street interviews 
were more than fair, and the wrap- 
up stories were done with sensi- 
tivity and respect." 

Novik is sure the overwhelming 
majoritv of the Negro populace has 
listened to and watched general 
broadcast coverage. "But we feel 
equally eertain that they now turn 
in even greater numbers than be- 
fore to the local Negro-pro<iramed 
station wherever possible to net the 
Negro thoughts and attitudes that 
the general broadcaster just cannot 



ge off Negroes 
nee make-up 

supply.'* Perhaps the greatest ef- 
fect of the general broadcast atten- 
tion to the Negro story is, therefore, 
a "greater empathy between the 
Negro and the responsible Negro 
radio station." 

Negro stations now see them- 
selves more dearly, said Novik, "not 
alone as interpreters of the news 
in time of erisis but as a vehiele that 
should be the source of news from 
now on in. Reevaluation of program 
structures is under way in almost 
every major city in Ameriea. News 
departments are being enlarged. In- 
creased community serviee pro- 
grams are being blueprinted." 

That ehange and the eourage to 
make ehange is everywhere sup- 
ported by the faet that some Negro 
stations in Georgia have "actually 
gone on the air and urged their 
Negro listeners to go out and vote." 
Noting that many stations do not 
have the freedom of speceh of a 
WLIB in New York, Novik eom- 
mended the southern stations for 
acts of "rare eourage." 

"So, in a sense, ehange has eaused 
ehange," eoneludes Novik. "The 
Negro himself has heeome a more 
knowledgeable and critieal man. 
The Negro leaders have grown in 



stature and in the understanding 
of the value of broadcast time for 
completion of their missions. They 
are seeking it, and getting more if 
it from Negro stations everywhere 
In turn, the Negro Community f| 
timing in more frequently than ever 
before to hear the thinking of ■ 
leaders. And as this proeess eoiS- 
tinues it will weld the entire na 
tional Negro community into an 
ever-increasing political and mil? 
keting power and Negro radio will 
have played its part in the evolution 
of greater freedom for all." 

Supporting Novik's thesis that the 
Negro community is becoming an 
ever-inereasing marketing power % 
"The New Dimensions of the Negga 
Market," a study now available |c 
advertisers and agencies from 
KDIA, Oakland, Negro market sta- 
tion. It reveals that San Franeiscf 
is the Uth Negro market in the 
U. S., with a total population @f 
252,500 in 70,400 households, witl 
$318,212,000 effective buying in 
eome. Of that buying income, It 
eents of eaeh dollar of income if 
spent in retail stores. 

The average Negro household h 
San Franeiseo has an ineome m 
$4,520 per year, with other area 
even higher, as with Berkeley, witl 
an average ineome of $5,591. Tlu 
survey gives the following brea3sj 
down on spending: $981 per yea 
per household for food; $123 ps 
year per household for drugs; $66" 
per year per household for appan 
and department store purchases. 

The new "Negro Market" stud 



Account exec puts house in Ivy air 



An ABC Radio account exec 
purchased time on a non- 
network station's broadcast of 
Saturday's Dartmouth - Yale 
game ... in order to sell his 
house! Robert Fountain, first 
sponsor signed by WICC 
(Bridgeport) for the grideast, 
made his buy after being in- 
vited to attend the game in 
person and then realizing that 
the adult listening audience 
would contain prime pros- 
pects to purchase his colonial 
home in Westchester County. 



Fountain wrote the com- 
mercial message himself, subt- 
ly slanting it to impress his 
"Ivy League Listeners." With 
an organ playing the back- 
ground, the 60-seeond spot 
began with a deep-throated 
announcer asking: "Can a 
pretty white house in the 
country really find happiness 
with a growing family from 
the eity? . . , This is their 
story." The organ then Faded 
and the announcer completed 
details of the offer. 
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ams i-oiiiiiiissitii it'll to Sales Mau- 
gttnueut In Bern. ud 1 low ai d. laru- 
st Xcgro station rrpirseutal h e 
mitt in tlic country, and is li tsed on 
i jfcniliaphic select ion ol I ") uu ti o- 
xojitau markets ori^iiuillv charted 
in Salt s Management in its It) | inie 
rational "Snr\ e\ on Biniu^ Power." 
These 13, coinprisiii'4 one-thirtl ol 
tilth the 20 millions in national \e- 
«ro population and the $21.?) in u t- 
ioual Xciiro incomes, were atlth- 
ioually re-aihth/ed autl studied 
mm the Xeyro standpoint, and i e- 
lect iiatittual Xi*m*o marketing 
rends. ^ 



-iurleigh takes swipe 
at merchandising aids 

(Takim; a swipe at the system which 
•as stations offering ad\ erliseis 
niiTchandisiinx aids. Mutual Broad- 
astinu president Hohert I*. I lur- 
ci«ih says it is like quicksand 
[the deeper yon i»et in, the harder 
t is tt) yet out — and it ma\ he 
lime lor "some intellinent colloc- 
i\e haryaininu all the way 
L round' to work out a solution. 

lie points out that some of the 
kvtein s more violent antagonists 
laiui it's a "Machiavellian device 
f> net something for nothing; a 
Airuainimi uedue that in essence 
lists the rate." They would put "a 
/rice on the head of the one in 
rroadeastinii who first conceived of 
he idea." 
On the other hand. Ilurleiuh 
dds, protagonists consider that 
■erson "the 'Patron Saint of Sales'." 
iewinn the system as "part of the 
ost of doin<4 husiness in today's 
larketplace; a necessity that 
•lould he hnried in the rate and 
•gotten hy every practical man." 
T he \ I BS chief says some dissen- 
•m ask whether it's fair "that one 
dvertiser receives merchandisinu 
id while another does not and \ et 
jys an equal amount for the 
IMC," and wonders himself if the 
ledriun "is so timid that it can- 
ot sustain its own price strnetnre 
lid cnimhles at the thought of 
>siu«; a sale." 

nh.1t it cuts into profits, no one 
ui deny," llnrleiuh said. "Still, in 
s defense, there are those who l>e- 
evc that 'profit' has no meaning 
itliout vohune and that without 
lis 'crutch' they mi^ht inner reach 
be volume thev need." 




Floyd Ollowoy 

wstR Gang 



Carol Johnion 
WOMEN 



Ed Murphy 
MUSIC 



Fred Hillegoi 

NEWS 



Elliot Gave 
TIMEKEEPER 




Richard Hoffmann 
BUSINESS NEWS 



It packs a friendly punch. Stroll 
down the street with Deacon 
Doubleday or Carol Johnson or 
Fred Hillegas. Watch the smiles 
light up peoples' faces; hear the 
known -you -all -my -life greetings 
from total strangers. 
This friendly attitude is for you, 
too, when these personalities are 
selling for you. And, that's why 
WSYR Radio is the greatest sales 
medium in Central New York. 
So you see what happens: 
Personality Power = Sales 
Power for you in the 1 8- 
county Central New York 
area. 

Instant friends for what 
you have to sell. 



Joel 
Moreir.it t 

NEWS 




Deacon Doubleday 
FARM 



Represented Nationally by 
THE HENRY I CHRISTAl CO., INC 
NEW YORK • BOSTON • CHICAGO 
DETROIT • SAN FRANCISCO 
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"In today's atmosphere no single 
station ean afford to he a crusader 
.... there are too many rivals in 
the market. Agencies know this and 
often play one against the other," 
he said. "That's just good husiness, 
and we applaud them for their 
efforts in their client's hehalf. As 
a matter of truth, some advertisers 
have the whole system down to 
sncli a science they know exactly 
the formula they need and how 
much extra aid they expect per 
dollar spent." 

Hurleigh's remarks are contained 
in the Mutual Newsletter for this 
month. 



NEWS NOTES 

Reeord sales: NBC Radio has 
racked up $5,787,000 in new and 
renewed husiness for the third quar- 
ter, which exec v.p. William K. Mc- 
Daniel terms "the highest since 
1960, when we ehanged our format 
and heeame a profit-making opera- 
tion." Also the network has already 
contracted for 24% more first quar- 
ter 1964 husiness than at this time 
last year. Seven of the advertisers 
in the third quarter are new to 
radio: Colorizer (Rippey, Hender- 
son, Bueknum); Certified Car Care 
(Young & Ruhieam); Mercury (Ken- 
yon & Eekhardt); Chanel (Norman, 
Craig & Kummcl); ReaLemon 
(Lilienfeld); Gulf Ameriean Land 
(Paul Venze); Wyler Soup Mixes 
(Compton); and A&W Root Beer 
(Riehard N. Meltzer). 

Reno outlet joins weh: KCBN,Reno, 
hegan active affiliation with the 
CBS Radio Network on 30 Octoher. 
Station operates on a frequency of 
I 1230 kilocycles with a power of 
250 watts unlimited time. 

] Storer profits up: Storer Broadcast- 
ing has reported an increase of 
21% in net profits for the third 

| quarter of 1963, over the similar 
1962 period. After-tax profits for 
the 1963 quarter were $1,067/172, 
or 54.4c* a share, compared to $881,- 
553 or 3§. If a share in 1962. Net 
profits after taxes of the first nine 
months of 1963 were $3,998,826, or 
$1.82 per share, compared to $4,- 
499,9 IS, or $1.85 a share for the 
similar 1962 segment. A spokesman 
said the 1963 earnings reflect a 




Ratings wc have aplenty. Like KELC 
LAND TV's huge ARB -67% METM 
SHARE." And more homes reached j 
the total Sioux Falls-96 County are 
than on all other tv stations comhins 
But it's the women in those hofjd 
we're proud of. Stout women, 36-yea; 
old women, motherly types, rrj»l 
marrieds, romantic singles, Lauroil 
W'elk fans, Candid Camera fans, aije 
noon tv watehers — women of all size 
shapes and shopping tastes. K) 
LAND TV* delivers more darli: 
than you ean round up on all ©fh 
channels in this market all pitehfl 
together. Want an introduction (s«< 
eral hundred thousand of cm)? Tt 
H-R that Joe Floyd sent you. 




ILO-tf • KDLO-tv • KPlO-tv 

finfemmetfad!} 
JOE FLOYD. President 
Hard, Eieortiw Vies- Pres. & Ceo. 

Larry BtaltM, ¥ iee-Pres. 
Represtated (satienaHj oy I-i 
So MuMsptHs if Wayne Evans 



'Compiled from ARB estimates. Audittrwe i\i | 
morics, Fcb.-March '63, 9 a.m., to njfidnigfifs 
u week. 
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Media people, what they 
arc cWiijj. buying and saying 
•1 November 1903 



■ 'Chicago agency appoints media director: 
Charlotte Tucker has joined E. II. Russell, Mc- 
Closkey & Co. as media director. She was form- 
erly associated with the Keystone Broadcasting 
Network, h'arle Ludgin & Co., and McCann- 
Eriekson. 

■ Becker adds to staff: Frances Briwa, formerly 
with Dean L. Burdick Associates, has joined 
Robert A. Becker, Inc. (New York), as assistant 
director of media. 

■ New Media director at Fullerton: Jolm T, 
Dunford has joined J. S. Fullerton (New York) 
as director of media. He was with Wesley Asso- 
ciates, and prior to that with Lambert 6: Feas- 
ley, Bryan Houston, Inc. Roy S. Durstine, and 
Marschalk 6c Pratt. 

■ MacManiis, John & Adams names media di- 
rector: John J. Ennis is the new media director 



at MacManus, John & Adams (New York), lie 
was previously associated with Fletcher Rich- 
ards, Calkins & I lolden; Bryan Houston, Inc.; 
and Benton & Bowles. He joined BccB as a 
media buyer in 1915, after four years' service 
as an aerial combat gunner with the Eighth 
Air Force. A native of 1 Ionesdale, Pa., he at- 
tended Columbia University, now resides in 
Queens Village, Long Island, with his wife and 
two sons. 

* Buyer joins Cunningham & Walsh: Latche/.ar 
"Lucky" Chistov is now with CccW's (New 
York ) media department. I lis account assign- 
ments have not been disclosed as yet. Lucky, a 
graduate of Colby College, was head buyer for 
Sun Oil at Esty (New York), was previously 
with Bristol-Myers. 

■ Buyer joins Wesley: Ben Carroll is now with 
Wesley Associates (New York) as media buyer 



BILL WHITE: 

from flying to formulas 

Recently appointed a vice president by 
the executive committee of Cunningham 
\* Walsh, Bill Whit© is associate media 
director and manager of the media de- 
partment at the agency. Bill, who joined 
C&W (New York) in 1953, and is respon- 
sible for the development of formulas 
for the estimation of desired media com- 
binations for specific audiences, says, 
"my responsibility lies particularly in the 
area of spot and network tv, where Eve 
tested formulas on audiences by daypart, 
program type, single and multiple station 
combinations, etc. These have been 
checked with special tabulations which 
have proven their, accuracy." In addition 
to coordinating the agency's medra buy- 
ing operation, BilKs particular account 
assignments include J. A. Folgcr, Ameri- 
can Home Products, Sterling Drug, and 
Block Drug. Prior to joining the agency 
he was broadcast media director of the 
now defunct Pedlar & Ryan agency, and 
timehuyer at Benton & Bowles. A deft 



composite of verve and reserve, Bill start- 
ed his career at CFRB Radio (Toronto) 
in programing and sales before World 
War II, interrupted his tenure there to 
join the RCAF to pilot bombers and Spit- 
fires. He and his wife, Pat, who boast 
they're grandparents, have three chil- 
dren, two sons at home in New Rochellc, 
and a married daughter. 





FBMAl/4 November 1963 
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(New York) v . . Lev-if BrOSi Ddvft liquid de- 
tergent for dishes testing Willi a fairly heavy 
sked of minutes; on all tv stations in Denver, 
Agency is Ogilvy,, Benson &*> Mather {Mew 



on various Shulton Products including the Jato 
spray cleaners, Gliss spray starch, Glisade fab- 
ric finish, Respir-aid room spray, Goodaire, and 
Slug-a-bug. Ben was assistant ad manager of 
the Aerosol Corp. (Boston) before joining Wes- 
ley, previously was broadcast traffic manager 
with Lestoil (Holyoke) and later worked with 
the Sackel-Jackson agency (Boston) handling the 
Lestoil account. 

■ Gumbinner appoints media director: Gum- 
binner (New York) has promoted Edwin, Green 
to the new position of media director. Ed had 
been director of broadcast media since 1961, is 
now in charge of both broadcast and print 
media under department's new set-up. 

■ Testing: Lever Bros, Vim large tablet for 
laundry use currently being tested in upstate 
New York using minutes on all television out- 
lets in Syracuse. Agency, Ogilvy, Benson & 
Mather (New York) . . . P&G's Safeguard de- 
odorant soap, test marketed using four differ- 
ent 60-second spots placed on all tv Stations in 
Atlanta starting about three months ago, is now 
being pushed there with seven different com- 
mercial spots. Agency is Young & Rubieam 



■ Noxon using radio: Noxon, the all-purpose 
metal polish, began a six-week Schedule of radio 
commercials 7 October in New York and Phila* 
delphia. The spots, totaling 1§7 weekly, are 
being aired on WQR, WPAT, WMCA, and 
WNEW in New York; and on WFIL and WIP 
in Philadelphia, Agency is Smith/Greenland 
(New York). 

■ Roman Meal using radio: Roman Meal Co. 
(San Francisco) is running a five-month spot 
radio campaign on 37 western stations to pro- 
mote company's hot cereal. Drice is scheduled 
entirely in morning time slots on stations in 
California, Washington, Arizona, Oregon, Idaho, 
Montana, Colorado, Utah, Texas, and New Mex- 
ico. Agency is Honig-Cooper & Harrington (San 
Francisco ) . 

TV BUYING ACTIVITY 

► Schenley Industries* Roma and Cresta Blanca 
wines campaign of nighttime minutes and 10s 
expected to hit the air in a very large number 
of markets, early in November. Agency is Clinr 
ton E. Frank (Chicago). 

► Green Giant campaign of minutes will begin 
in November for an eight-week run. Buyer is 
Bruce McRitchie at Leo Burnett Co. ( Chi@ago ) . 



SUMNER SPOT FOR SPOT TALK 




*4t*. : 



GOOD SPOT: At Rockefeller Center in Nete York City, 
Sumner representatives president Gene Sumner (stand- 
ing) goes over main points of sftifion-niarfce^ story with 



(l-r) Noel Becker and Herb BTitssimm, both Campion 
timebuyers; Todd GaitlochSr, E, S. Sumner sales vfee 
president ; Graham Hay, Cjmepfm bttxest media supn 



nou n -cnrring loss ol $2.~>(>,2 17, 
•"•cored u hen Storer disposed ol the 
Miami Beach Dtiih/ Sun List Jtiflr, 
while tin- Itftg t-wrtti»<k lelleet .1 
jhui-htiiii iiiLT yam ol I, (mm 
the sale of WW \ \, Wheeling 

Fiji at the fair: WTFM, New York, 
will broadcast Hvr and in stereo 
direct from tin- 1 V0(vl OS New York 
World's Fair. 'I'lic st.ition .nid its 
sister eoiiipum . WTFM H» i ordiiic 
Studios, will he periu.meiit exhibi- 
tors iit the Fair, with each coiiipativ 
■fViiig .) complete :i 1 ic I indi\ idn.il 
ptnp for both actual broadcasting 
and stereoeastiiuj. mid lor coni|)lete 
recordim: facilities. The studios, 
whic h u ill also serve as ;i 11 e\hihit 
open to the jUihlre, ;ire to he housed 
i the Better Living Building 
How under construction. Directing 
WTFM's nctiv ities .it the Fair will 
he Sheldon \hire 1 lam's who has 
been named 1n.111.K4er of the sta- 
tion's World's Fttir Operation. 

The 400 knows: ABC Radio is mak- 
■H ;i shorn: pitch to its affiliates for 
tip-offs and eorvraye of local stories 
vsith national interest. Idea is to 
keep the network's Flair Reports. 
» program of live, daily feature 
•overage of current events, on top 
of the news with interpretations. 
The plan was proposed to the 100- 
odd affiliates at last September's 
m'ctiiigs and since then the net- 
work has averaged from '20 to 30 
ihoiic calls a week from station 
lews directors. \BC Radio will at- 
tempt to cull closer cooperation 
|*S>in the affiliates in this matter In 
!»roadcastinu. starting soon, closed 
•irciiit information at regular inter- 
vals to affiliate news directors. The 
•madeasts will contain a complete 
eport (in the past week's Flair 
llejlort.s coverage and specific re- 
| tresis for contribution lor use the 
.ollowing week. 

Vew fm service: W hat is reported 
if) be the first eoininerci.il fm station 
o operate in the Kalamazoo area 
vtll goon the air next April. WKMI- 
m-i now readying its equipment. 
Mil duplicate WKMl-AM's pro- 
nmhii; until all equipment is in- 
t-illed and tested Wk"MI-F\l will 
b on 100.5 me. with 21 kvv power, 
nitial fm ser\ ice u ill he from noon 
o midnight. 



NEWSMAKERS 



Hi h\ mid 1 . \h t i i\s, \ li e presi- 
dent m rlfciltje ol radio programs 
lor WTIC. 1 lartlord. retires 

( a h vi.D Sin nw i\ ami \i vi \h - 
1 \ I tilt to producer-directors 1 1| 
WI\S. New ^ ork. \Ii Intire w .is as- 
sistant program manager and music 
director at \\ OV. Pittsburgh 

S I v \ I 1 \ N. K \l'i. \\ to e\ei utiv e 
vice president ol \\ M F.N I le w as 
with Mars Broadcasting as execn- 
ti\ e v ice president. 

C11 \ma.s A. I, % \1 \so\ to \\ HCY, 
I'hiladelphia. as manager ol ad\ ei - 
tising and promotion He u as foi- 
merb w itb \\ R\l„, Baltimore, in a 
similar capacity . 

S 1 \\i i v C. B \iu 1 \x and Wil- 
li \M Romans to account executives 
at WMAL, Washington. 1). C. Bar- 
e-lav was advertising and sales pro- 
motion manager for W'OL there. 
Roberts was vice president of Kal, 
Fhrlich and Merrick ad\ ertising 
agency. 

Avrnow J. Con ik.sk to director 
of community affairs lor KOY. 
Pittsburgh. 

I) w in M \h i in to account execu- 
tive at WCKY. Cincinnati. I le was 
sales representative with Wallace 
Press Inc.. Chicago. 

Fhwcis K. Mc C vivi iiv to sales 
pnimotiun coordinator for \\ CAN, 
Portland. 1 le was an account exec- 
utive w itb WORK. Boston previ- 
ously, 

Roman II. Pick to assistant gen- 
eral counsel of Metromedia. I le 
w as formerly associated w itb the 
law firm of Parker. Cliapiu & 
Flattau. 

hi> Du.iox to account executive 
with Wl IN, New York. 1 le was in 
the sales department of \\ N'KW- 
I V, New York. 

J \( k Lv/ \m: to program director 
of WCOP-AM-FM. Roston. He was 
a broadcaster 011 WNFW. 

Mvhiy Cimxio to division 111.111- 
ilger of the Southeast and middle 
Atlantic states for World Broad- 
casting. Roixa n M \x to Southwest 
division manager. Midwest division 
manager w ill he W K. Mi Ci 1 \ v- 
1 1 \ \ . 

Hi \ Ci i) vi 11 iv to research con- 
sultant for the National \ssn. of 
FM Hroadeasters. I le has held top 
executive posts with three leading 
agencies and w as duei tor ol re- 
search at \BC. 




86+(F85) (88) 
(8l)=9l£S 

This is a formulo fhof Richord Belts, 
Gun-Belts Oldsmobile, has used for 
o long time for successful sales. Add 
KONO Rodio (Dial 86) to the fine 
line of Oldsmobiles ond continued 
sales success is the fotol result. Mr. 
Belts has found thot KONO hos the 
receptive adult oudience so neces- 
sary for quolity oulomobile soles. 

KONO Radio works for Richard Belts 
. . . KONO Rodio will work for you. 

Don't toke our word for it . . Call 
Richord Belts Co/Zecf PE 6 1551, 
Areo Code 512. 

for other detoili contact KATZ Agency 



860 KC 50M WATTS 

SAN ANTONIO 
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The Yanks Are Coming 



December 7— The Day of Infamy 



American Woman in 20th Century Ten Seconds that Shoo* 



SYNDIC AT ION 

Leading sponsors like Wol 



Liberty Mutual, department store, 
banks, utilities, Fels report UA-TV 
programs provide many advantages 

M any ciui'EUiA have been offered through the y«wrs 
to judge the quality of a television show. To the 
list ean he added one from Robert Mattox, Liberty 
Mutual Insurance assistant vice president in charge 
of advertising: "The caliber of the show is reflected in 
the caliber of the co-sponsors." 

Mattox was referring to the new series of six first- 
run specials produced bv David Wolper and syndi- 
cated by United Artists Television scheduled to start 
in at least 72 markets within the next 10 days. Liberty 
Mutual has bought halt sponsorship of the series in 24 
markets and will be joined bv such co-sponsors as 
Pittsburgh National Bank, First National Bank of Bos- 
ton. Union & New Haven Trust Co., First National 
Bank in Dallas, Bank ol New Orleans, and Fels 6; Co. 
Uld to the lis! from other markets the East Ohio Cas 
Co.. Public Serv ice Co. of Colorado, Montana Public 
Power. McAlpin's department store in Cincinnati, and 
many equally important sponsors and the word (o de- 
scribe both the advertisers and the program must be 
"impressive." 



The specials, starting w ith The Yanks Arc Comh 
to be shown on or close to Veteran s Day, and to 1 
followed at other appropriate times by December 
the Day of Infamy, The American Woman in $ 
Ticenticth Ccntnry, Ten Seconds flint Shook I 
World, The Rise and Fall of American Cihninunm] 
and Berlin, Kaiser to "Khrushchev, have ahead) r 
ceived other praise. Frank Morris, manager of tl 
Hollywood Television Code Authority, recently mi 
this in awarding Day of Infamy the NAB, Code SeM 
"May we offer our congratulations to you (I\rv 
Wolper), Marshall Flaum and Pete Johnson for flj 
finest film documentary we have ever seen." 

Sometimes described as "near unique," the Wolpj 
series is also -provoking activity bv its sponsors \vhii 
promises to bring secondary benefits (beyond audienJ 
promotion) far in excess ol the normal. 

Though it's difficult to establish anything as unrqi 
there are enough qualifications to bring the Wolf 
series close. To begin with, the mere manner of hail 
ling the show b\ UA-TV oilers reasons, Unlike tl 
normal half-hour syndicated show which is sold 1 
to station, then to advertisers, the Wolper sales h;i* 
been directly to advertisers in more than nine of IP 
instances, according to M. J. Bifkin, UA-TV executl 
vice president in charge ot sales. 
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Rise & Fall of American Communism 




Mid in all cast's. tlu> time chosen lor broadcast is 
"""line, with network pre-emptions invi»hed in the 
nerw helming majority. In oulv two markets does the 
ir time lall outside 7:30-1 1 pan., and in these eases, 
I comes at 6:3!) p.m. Siindav. 

Ftifkin also obsei v es a different attitude ainonir ad- 
ertisers seeking the show. "Those who have bnntdit 
he series are far more interested in developing inume, 
nit ratings, in netting a good sales e««t per thousand, 
ather than an audience cpm. There's a different fcol- 
iC lor wh.it the show is. and w hat it can do." 
Tht mull one Wolper special of several \ ears a no. 
/ir Race for Sparc was purchased In Shnlton. re- 
Ktcd In networks, and later placed on a station-In - 
t.ition hasis. the new Wolper series was inner tillered 
>r network nm. Hit kin emphasizes that there was no 
' visiiii win the\ couldn't have heen sold to the net- 
orks. and hacking this up is a com ii icing record of 
•-TY nctw ork sales of regular series. 
Mmv important to L' \-TV, Hifkin savs. is the mar 
"t to he opened up In making available first-run spe- 
ak "There were enough clients interested that \\< 
•ijld have sold 12 Wolper specials in main cities, in- 
i\id ol six." Onite natnralK . the success ol this ven- 
ire is already leading to future 1 \-T\' sped.' 
huost certain event. 



an 



I he lack o| svndicatrd hrst run specials in the past 
is attributed bv Hilkm snnplv to the iact that iioIhkIv 
Have them nine h attention, not the lack ol advertisiie' 
support. "S\ ndicators are trv ing to seek a new up 
pvoaeh to provide fresh programing, show s w Iik h will 
allow a local or regional adv ertiser a prognnn equal t< 
that lonnd on a network ' 

I ' \ -TV bee aine eonv inced that the Wolper speciaK 
would sell lollowiin! a leugthv personal sw u>n into |<n ,il 
markets bv Hilkm. 

Though Bilkiu's c < innneiits and entliusiasni uiav b< 
considered partisan, thev are not miniate heel bv < one 
ments of advertisers or agenc \ executives w ho have 
sinned to sponsor the show s. 1 1 am tiling. Hilkm might 
be considered conservative bv comparison with bis 
customers. 

I lenniiiio I'mv iesas. HH1 )( ) vice president who par- 
ticipated in the I abertv Mutual buv . c alls the W o!p« r 
specials "great." Thev enable "an adv < rtiser to do 
something big on a modest budget, concentrating m 
those markets w here be vv ants his advertising 

For Libert) Mutual, the Wolper series represents i 
further extension ol its telev ision effort. Though tin 
coinp.uiv is pro\ iding little print advertising support 
lor the show s. it did assign a ineinber of its advertising! 
department to each of the 21 cities to work with sta 
tious and co-sponsors to insure maximum results, ac- 
cording to Dick Mav es. Mill)! ) s I abertv Mutual con- 
tact in Boston. 

In discussing strategy . Mattox notes that I abertv bad 
tried tv with inconsequential results, both network and 
spot, prior to a buv in \BC TV s W i<l< \\ orld < / 
Spoils in 1902. This v enture brought results, and 
w hen the advertising budget went up snbst.uitialh 
last year, an entirely new marketing plan w as lanm lied 
in which tv w as basic. 

"National advertising, and oulv natn nal." Matto , 
sav s, "doesn t make too muc h sense to us W Inle I ab- 
ertv is a trulv national company operating ill all "V" 
states and Canada, about { HY > o| our pre ninnii s.des- 
lorcc market is contained in mam few < i stati s ( < n- 
seqiieutlv. campaigns like the one we ran lor v c ars m 
national magazines, vv bile thev covered our m uk< t 
spread themselves pretty thin ,uid do not t< ih n'rit 
their pow er where the coiii|>aiiv has most to gain I > 
concentration. W hen magazines began to oll< r i egn n >! 
space, which most ol them now do. w < were ibl< t 
bnv that part ol their circulation that best m i(< h< d 
our major ni.fr k( ts. Telev ision oilers even mori inch 
v idualistic cov er.tge. Consequently . when ui switched 
our print budge t to tv . w < sw itc heel some • >i our n Cl- 
onal print budget to tv also 

"bast tall. w c bought spots on tin \( \ \ mid M l 
bairn's in Boston, and we bae keel these up with a e u 
ce-ntrated spot radio campaign. 1 his w .is t n st 
regional tv and this tesi show eel signihe mt it suits f 
continue d the value' ol r< gional < mphasis < n top < u 
tion.il oi network coverall mel r« siet I n an i 
te nsion ot regional tv advertising n> tin Sail < I I ti > 

W hen the proclaim lor tin lall I hi md tl • I 
quarter of (>\ vv ere be inn made up these w » p ! I 
i itv s aims. We wished to e < ok i titrate u < nr in i 
inarkt Is. w t w ishe el to cone « ntrate on m il( l>< me < w i 



TOMOJ? 1 n„v i xi m r 





I A -TV's W. J. Rifkin (right) notes advertisers buying David 
It Otper I /'*// 1 specials are more interested in developing image 



its; we wished to concentrate on male home owners 
in better suburban areas; we wished to direct a part 
of our commercial message to the buyer of compensa- 
tion insurance, and because of the success of Wide 
World of S])orts, we wished to do this concentration 
via sports programs or other male audience shows like 
documentation." 

Liberty singled out 25 markets, Mattox reports, with 
a major concentration of market, manpower and pres- 
ent policyholders, all this beyond singling out the 
prospects. With these goals, the Wolper specials com- 
plemented the Liberty national buys into AFL Fool- 
ball, Winter Olympics, and Wide World of Sports 
(ABC-TV), providing the additional market concen- 
tration sought. 

While Liberty's buy is part of an overall sales strat- 
egy, the company is not unmindful of the image- 
building potential in the Wolper specials. Each of 
the specials provide a possible tie-in with significant 
dates, Mattox adds — May Day, Mother's Day, the day 
of the bomb, the fall of Berlin, "and since each is in 
the public interest, each lends itself to publicity." 

Vital to plans of many advertisers 

Image-building looms big also in the plans of other 
advertisers. Two sponsorships placed by Kctchum, 
MacLeod & Grove illustrate the potential which can be 
drawn from the Wolper shows. The agency lined up 
East Ohio Gas to sponsor the series in Youngstown and 
Cleveland, and the Pittsburgh National Bank in Pitts- 
burgh. While both advertisers have used local tv news 
shows, both are also heavy print users, and the Wolper 
sponsorship is the first time either has bought a special. 

For both, Ketelnim has prepared special brochures 
announcing and describing the programs. The bro- 
chures have been sent to thousands of schools, service 
clubs', women's organizations, civic groups, etc. Not 
only do these serve to publicize the event, they also 
offer each of the recipients the opportunity to arrange 
showings of the programs later. This is one of the great 



appeals of the series, notes KM&C. 

East Ohio Gas, in addition, arranged dinner meei« 
ings in each of its key service areas, hosting community 
leaders prior to the first program. Purpose was to ac- 
quaint these people with the show itself, through a? 
screening, thus building good will. 

Neither East Ohio nor Pittsburgh National Bank 
intends to use the commercial portion for hard-sell; 
rather they will devote all time to the image-butldfnf§ *"* 
type of message. A KM&G spokesman calls the special! v 
unique, observing that the shows provide the first op- 
portunity for these advertisers to buy prestige pro- 
graming. 
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Sup/)orts store's ''''Salute to Americana'''' 

Some 250 miles to the southwest, another type Off 
advertiser is seeking much the same end. — image build- 
ing. McAlpin's; a unit of Mercantile Stores, is one of 
the largest department stores in the greater Cincinnati m 
area. One of the most consistent broadcast users artlOJrg j« 
department stores in its territory?, and the only con- 
tinuous user of tv, McAlpin's found the Wolper special! 
a natural to support its own Salute to Americatm 
and as an image builder. 

McAlpin's has been a participating sponsor of WLSf- 
T's Bob Brawl Bandstand for almost 10 years, re- 
ports David J. Clarke, asistant director, radio and W 4t 
Nolan, Keelor & Stites (McAlpin's agency). It also !§ 
half-sponsor of the diree-honr Bob Braun Saturday 
Afternoon Bandstand, participates in the Good A/ejm-f* 11 
in<j. Show (WLW), an audience participation shovel 
broadcast daily from the store, phis limited radio and 
tv spots to boost special sales and other store events 

In these shows, directed toward teens, McAlpMs 
concentrates on the image-building. And to adiil'te 
reached by radio, McAlpin's presents its selection of 
fashions, children's wear, housewares, appliances, with 
the tone still that of image-building. 

Each year, McAlpin's stages "Americana," basieall 
a salute to our national heritage. Last year, it sponsored 
Hollywood's Answer to Communism, a tbree-boin 
broadcast in prime time, including only an introduetiar 
and close by B. Nelson Shaw, store president. 

This year, Nolan, Keelor & Stites obtained a siruM 
documentary, The Truth About Communism. Again 
commercials were absent. 

The Wolper shows will be opened with a brief rttfs 
sage from Shaw, following which each program wi\\ 
be run without break. The first broadcast, The Tmik 
Are Coming, will close with an interview of a Woi'li 
War 1 veteran or local dignitary. 

Store president Shaw believes, "We offer a real seij 
vice to the community with our Americana prom off OT*I 
This television series seemed to he a natural oin^grovsuj 
of those promotions." 

Does the strong tie-in with patriotism cause gflf 
problems with customer relations? "Quite the eoij 
trary," Shaw says. "We have received cartons of ma 
from areas as far away as Dayton and Lexington, pr 
ing our efforts . . . Our success is so well known tli. 
two of our largest competitors have begun their cm 
American-oriented promotions, but without, I in id 
add, the strong broadcast support which we eongifl* 
important." 
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While tlit* \ .lines to a finance or iiiMiranee com|un\ 
(lepartinent .store in buildinu good will can br as- 
ertainec! readih , what about a company wanting 

ird-.selly I'els advertising-mere hand isinu director 
iinie.s A. Milne, Jr. pro\ ides this answer. I'els has 

'illicit the Wolper specials in loin markets — New 
'ork, Detroit, Buffalo, and Chicago. 

"We're getting excellent response from the trade, 
ustead of talking about impressions, which ha\ <• been 
Ycrdone, we have something specific which they like. 

Milne also notes that the \\ olper specials lit per- 
•tly into the o\ erall Kels sti aleu) to sponsor first-run 
Kivies and specials. ( Fur complete details, see "I'els 
joes to the races to reach inllnentials," sro\sou, 1 
nly). 

As if ad\ ertisers weren't doing enough to promote 
ie specials, FA-TV has its own promotion campaign 
)ing in high gear. For each show, there's a complete 

nmotion kit provided including new spa|XT mats, tv 
ides, rele.ises. photos, and other types ol material. ^ 



Fels Adds ITC Specials 

I Vis has taken another big step in sjMinsor- 
ship of s\ ndiciitcd show s. I.;ist week, I'els 
announced it had bought Independent Tele- 
\ ision Corp.'s "Jo Stalford Specials*" in 21 
markets. The series of eight one-honr innsi- 
cals will be sponsored b\ I'els in New ^ ork, 
I .us A uncles, Chicago, Philadelphia, Boston, 
Detroit, San Francisco. Cleveland, Pitts- 
burgh. Washington, I). (!., St. bonis, Balti- 
more, Dallas/Fort Worth, Cincinnati, Min- 
neapolis, Indianapolis, Milwaukee, Kansas 
City, Sacramento, Seattle/ 1 aeoma. Buffalo, 
I larrisbnrg, Crand Bapids, and Houston. 
I'els' agency, S. E. Zuhrow Co., Phihulel- 
phia, is clearing time for the specials. 



Arts sets Spanish 
S 'En France* sequel 

ol low-up to En France, the syndi- 
itcd language-entertainment se- 
w ill go before the cameras 
\t March in Sp.iin. titled En 
■pana. A package of 2(i hall hours, 
K expected to be ready for local 
le in the V. S. ne\t fall. 
En France and En Espana are 
^productions of Tele-I lachette, 
ris publishing firm. Seven Arts 
•oc, F . S. distributor of the 
ries; Time-Life Broadcast, and 
■Mr a U. 

Tele-I lachette producer Jacques 
odeinan, in .\ cw York to eoin- 
c4c arrangements for the new 
iiture, said the success of En 
ranee led to the continuation of 
e planned series of entertain- 
eot-langna^e shows, which nlti- 
fitrly w ill also include Russian 
d Ccrinan. 

En France, w Inch w ent on the 
15 September, is sold in bo mar- 
ts. New sales were recentlv made 
fc'1 VI. St. Louis; WJW-TV. 
cm land; \\ SB-T\'. Wlanta; 
KYT-TV, Oklahoma Citv, KAVH- 
Carlsbad. N. M.. and WTHF- 
', V\ lavling. The series deals w ith 
language, people, and geo- 
iphical features of France, iu- 
poratfng entertainment with 
dem techniques of foreign lau- 
instruction. A similar format 
t planned for En Espanti. 
The next project for the produc- 
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inu triumvirate is an En France 
and an En Espana for children. 
Negotiations arc under way w ith 
the I'SSB for the Russian-language 
series, w Inch the producers hope 
to film there. 

New MGM intl. sales 

M CM-TV has reported interna- 
tional sales of its syndicated pro- 
grams in 10 different nations. Mr. 



Xouik and llarn/s C.'/r/.v have I a-eu 
sold in Mexico, Canada. Australia. 
Argentina. L'rugna} » ,uid Peru. Mr 
S'ovuk, The L i e n t e n ant, and 
t ravels of Jaiinic \l< Fin eters ha\ c 
been purchased in Brazil. Also. 133 
MCM cartoons have been sold in 
Peru and Brazil. 

Hcdiffusion ( Hong Komi , Ltd. 
has bought Sam Benedict. Elei - 
enth Hoar. Thin Man, and a one- 
honr special, Chr'ntimis in the lloh/ 



Niles lensing 360-degree film 




Fred A. Niles Communications Centers. Chicaco, is \\ indinc up shoolmc 
of a .'MiO-dcurcc motion picture for The Port of \. \ Vuthwit* exhibit 
at the -N. V. World's Fair. Clue kinc the "camera," composed of ten pro- 
fessional ISmiiii Vrrillcs cameras mounted on a circular rig, phis mirrors. i% 
Carl I'orccllo of the Niles cress . Camera \sas designed \ built hs lWlircnds 
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SYNDICATION 



Laiul. Television Espanola, Madrid 
bought a Spanish-dubbed Thin 
Man and Father of the Bride. In the 
Philippines', Bolinao Electronics 
has bought Eleventh Hour, Lieu- 
tenant, and Mr. Nocak; DZAQ-TV, 
Zero One; and DZBB-TV, Jaimie 
McPheeters. 

New domestic sales include 
30/63 Post- 48 Features (WHIO- 
TV, Dayton; KETV, Omaha; 
WGI IP-TV, Greensboro, N. C); 
Sam Benedict (XETV, San Diego; 
WTVW, Evunsville, I ml; KETV, 
Omaha); Cain's Hundred and As- 
phalt Jungle (XETV, San Diego; 
WTVW 7 , Evansville); Christmas in 
the Holy Land (KULR-TV, Bill- 
ings, and KTRV, Great Falls, both 
Mont., and KBAK-TV, Bakersfield, 
Calif.). 



NEWS NOTES 



Adds 25 stations: United Artists 
Showcase for the 60's, distributed 
by UA-TV, has been sold in 25 ad- 
ditional markets, bringing its total 
station sales to 125. New sales were 
made to WDAU-TV, Scranton; 
KMSP-TV, Minneapolis; CKLYV, 
Windsor-Detroit; KCMT-TV, Alex- 
andria, Minn.; \VJ HL-TV, Johnson 
City, Tenn.; KTVE-TV, El Dorado, 
Ark.; WTOC-TV, Savannah; WBIR- 
TV, Knoxvillc; WDBJ-TV, Roanoke; 
KPRC-TV, Houston; KBTV, Den- 
ver; KCRA-TV, Sacramento; 
KDAL-TV, Duluth; WJRT - TV, 
Flint; WCOV-TV, Montgomery, 
Ala.; WEAL' - TV, Eau Claire; 
WTOP-TV, Washington; WILX- 
TV, Lansing; WJXT-TV, Jackson- 
ville; KORK-TV, Las Vegas; KTBS- 
TV, Shreveport; WSPA -TV, Spartan- 
burg; KRBC-TV, Abilene; KVDO- 
TV, Corpus Christi; and KFDA- 
TV, Amarillo. 

New Embassy sales: Embassy Pic- 
tures has reported sales of its Son* 
of Hercules package of 13 feature 
films in 53 markets. The color pic- 
tures are offered as 26 edited hours 
in addition to the regular feature- 
length presentation. Station sales 
include WOIl - TV, New York; 
WNBQ, Chicago; KGO-TV, San 
Francisco; KII|-TV, Los Angeles 
KTVT, Dallas; WXYZ-TV, Detroit; 
WT1C-TV, Hartford; WFLA-TV, 
Tampa; WKBW-TV, Buffalo; KI/Z- 
T\', Denver; WDAF-TV, Kansas 
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Only way to catch Mantle 





Mickey Mantle, recuperating from knee operation, discusses his new tv 
series with Gustave Nathan, president of Video Sports Productions, prior 
to leaving hospital. Titled "Mickey Mantle's Journey into Sports, the 
series will consist of 26 half-hour segments, with the first one to be 
taped the last two weeks of this month. To be filmed throughout the 
U.S. and other parts of the world, the series will have Mantle as host 
and participant with athletes from all sports fields, featuring a different 
guest each week. A network is reportedly interested in picking it up 




City; WWL-TV, New Orleans; 
WTTV, Indianapolis; WKRC-TV, 
Cincinnati; and WIT1-TV, Milwau- 
kee. 

Burrud Special Sold: Delta Air 
Lines has bought a new 60-minute 
special from B&J Productions (Bill 
Burrud and Victor Jory) for full 
sponsorship in 12 markets and eo- 
sponsorship in another 12. (Delta's 
agency is Burke Dowling Adams, 
Atlanta.) B&j also has sold the 
show, "Caribe Adventure," directed 
by Lloyd Nolan and featuring a 
dozen stars, in some 30 markets. 
These are early sales by the pro- 
ducer-syndication of what is to be 
the first of 13 special hours in pro- 
duction. 

NEWSMAKERS 

Cullkx IIouciiti.ixo to live- 
action director and art director of 
Pint off Productions. He was tv-art 
director for Guild, Bascoin & Bon- 
Rgli. 

Joiix IucxxKwnz to director of 
special projects of Norwood 
Studios. 
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A-C? It's All-Canada Radio and Tele^istoi 
Limited, first and paramount representafioi 
firm North af the Border in broadcast sole* 
A-C reps 43 radio, 22 TV stations— far fif) 
primary, mast secondary markets. Wegfel 
radio reach is 50% af all households h 
60% of national retail sales. TV; 62% P 
households for 53% af nlatianal retialT sjafej 
A-C has 12 offices: New York, Detroit, fih 
caga, San Francisco, Los Angeles, Datlo: 
Atlanta and Montreal, Tarojita, Winnipeg 
Calgary, Vancouver. 

Ta reach all Canada, talk fa All-Canad> 




AU-Canada 



1000 Yange StreeT, Totonto 5, CANADA 
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STATION REPRESENTATIVES 

Raw ratings fust one 
factor in most buys 

Trendex study for Boiling confirms quality 
as most important tool to determine spending 



Qi'.vt.n- vim: the rHativ e impor- 
tance ol qnalitativ c data in air 
tncd ia advertising is one ol the big 
f h*IU'in;os' in the business. Latest to 
attempt an anaK sis is The Boiling 
Company , which tapped Trendex to 
conduct a snrv e\ . 

Then' no longer seems to he any 
(louht that qualitative considera- 
tions have replaced straight ratings 
a t s the paramount tiinrhny fug tool. 
I lo\ve\ er. as Trendex found in poll- 
ing 50 media people in key time- 
huy ing and executive jobs at the 
35 lending agencies in New York, 
there remains much \ aviation in 
the tiinehiiyers own v iew of their 
operatim: criteria. 

"The research reveals that most ol 
the important New York buyers 
consider raw ra tint's as being a 
Ml Vile indication." reports Hollhm 
v.p. Richard koenig, "but certainly 
Wit the only criterion of a bnv. 
Many conscientious buyers are 
more and more taking the time to 
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jjft &*ThTS : If /»,/ i>rnrnliiiir nj ihr limf 
'" v,, » Miikf ii Inn uilti the iwnlitit 
mixtion brine unttttnrii »• dnia. <i% <»/f- 
l»m>tl itt iftnijilu rating*? 



study the various stations anil tin- 
type ol audience thev reach. 
Specific- questions w ere asked : 

1. What percentage of the time 
do yon moke a buy with the es- 
sential criterion being ijiuilitatii e 
data, as opposed to straight ratings? 
5() r r of the hovers said thev vv ould 
place determining weight on quali- 
tative data 50' i ol the time or 
more. 1 low ever, viewed another 
way, that criterion comes into plav 
at least 50' < ol the time in 7(K ( 
ol all time buys ( see chart . Simi- 
larly . while 3.0' i of the bnv ers 
(piestioned said thev never under 
any circumstanc es use qualitativ e 
dat.i in selecting stations, in the 
total picture, only 5' e of all time 
buy s made by the group were clone 
so solely on the b.isis ol straight 
ratings. 

2. // yon wanted a nottian % 
audience, would you hay a spot 
with a significantly higher rating as 
opposed to otic that had a lower 
rating hut had a higher composi- 
tion of women? A comfortable ma- 
jority of 02. 5 r e said thev would 
probably no the audience composi- 
tion route, as opposed to 10.7' r 
w ho make the numbers buv . "De- 
pends on the product " was the re- 
action of 5.3' r of the respondents 

3. Arc yon using more iptabto- 
live data in forming essential decis- 
ions than before? 02.5' r answered 
in the affirmative. The sub-question. 
"What kind of data?" elicited a 
wide range ol replies, "audience 
composition" leading the parade 
with 20 r r. 

4. Do you thing there is a defin 
ite trend in using qualitative data? 
S V r said "y es." 5 3' r demnri ed. 
and l().7 r r "didn't know." 

5. Should t here be a trend 
toward using (pnditatii c data" 1 \n 
overwhelming majoritv of S3 V t 
agreed there should. 

6. Is such a tn nd dis( emible in 
your agency? .53.5' r replied it was 
Boiling points out however, that 



hndings i onium tiniebuv < i s nsu dlv 
i < insider qualitative 1,k t«us < uK 
when i boosing In \\\ een stations 
which are l.nrlv t ompetitiv v with 
each other If a station is dominant 
lust, it will usually be bought and 
ll a poor last, it will piobablv be 
bv p.issed. regaidless ol <[u.ditative 
lai tors. 

Koemg slimmed up v\ hat hi l<-|t 
the findings revealed and w hat "I he 
Boiling ( .'<> itself believes "Op 
poi tunists bnv bv the unmix is b< - 
lause it is the salrst, most easdv 
def enilei I eourse ( a >< id bnv er% re 
lose to 'plav it sale. Thev reeugni/i 
but one criterion — ellei t iv <• results 
b>r clients. Their goal is to build 
equities in clients. 

I here is still a diversity ol opm 
ion on just what constitutes a good 
buy in the minds of an agent \ < r 
advertiser, he continued "The ad 
vertiser usually — and rightly — feels 
that sales are his onh barometer to 
a sui t esslnl campaign." he said 
However, agencies being one step 
removed — anil sales results are 
often ililfic ult to pinpoint — h ive 
had to depend a great deal on less 
exacting criteria, namely hroadtast 
ratiuus. But partly because ol in- 
creasing sophistication and partlv 
as a result ol the Washington hear- 
ings, dependence on raw unmhers 
has ilr.unaticallv decreased, as this 
snrv ev thoroiighU points out." ^ 




Beck (.rrrim ,il<l 



Beck, Greenwald gain 
new Katz radio posts 

Martin Beck, assistant sales m m 
a tier at the kat/ \geni y . has Ivi u 
named radio sales nianag< r. a ]* is( 
previously held bv Morris S kell 
ncr, now v u e president tor r.u\i< 
fames Creenw aid. a iiioiii'm r < I th< 
radio sales stall lor the past %ev«i 
y ears, has l* en pr< >in t< d t< • assis- 
tant sales manage r Bei k ]oined 1 1 
agemy m I l ) >') and u as ap|X >mt< I 
assistant radio salt s in tn.tgi r n 
B)5 ( ) ( iieeiiw.ild joined tin >t _ n i- 
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"The Early Risers Club", featuring emcee 
Charlie Davis, is heard throughout Ala- 
bama's most progressive market area Mon- 
day thru Saturday, 4:45 to 9:00 a.m. Here's 
get-up-and-go pleasure for thousands of 
Alabama listeners? 1 Popular music, com- 
plete local, state, national and international 
news, weather and time checks, as well as 
tid-bits that set each day off with a smile. 
WAPI . . . Charlie Davis . , . "The Early 
Risers Club" . . . Happy Alabamians. That's 
the combination that keeps WAPI personal- 
ity Charlie Davis first thing in the morning, 

* Charlie had 7,100 entries in a contest offering a $10.70 prize. 

WAPI-RADIO 

BIRMINGHAM, ALABAMA 

WAPI radio represented by Henry I. Christal Companv, Inc. 

r 



zation ill 1956. Previously, he wdj 
advertising and isales manager of 
Prod n ets Merch an disin g. 



NEWS NOTES 



RKO billings up: For its fiscal year 
ending 30 September, RKO Gen- 
eral Broadcasting National Sales 
posted a 29% gain in eOmbiXCT 
radio and television .'billing over till 
preceding year. Donald J. QuusGfl 
director of National Sales, stated 
that in two years of operation, the. 
National Sales division has ill- 
creased RKO General national bill- 
ing 54% over fiscal 1960-81, the 
year immediately prior to forma- 
tion of the group's own national 
sales force. 

Metro Radio Sales adds On©! 
WDRC, Hartford, a Buckley-JaegJ 
Broadcasting station, will change 
representatives 1 December, mov- 
ing over to the sales arm of Metro- 
politan Broadcasting division I 
Metromedia. Previously repped ■ 
Blair Radio^ the Hartford station! 
switch was prompted by "the need 
for the highly concentrated selling 
effort which can only be provides 
by a short-list rep firm," accordini: 
to president Richard Buckley, ft 
is the seventh station for Metro 
Radio Sales and the only one, out- 
side of YVCBM, Baltimore, which ft 
not a Metromedia property. 



NEWSMAKERS 



Jqsuva M.wbkrbv to research a* 
sistant for Blair Radio, He was 
formerly with the research depart^ 
ment of Group W, 

Piulbin 7 S. FlaNwgax to \tt 
president and director of Sales oi 
tlie Henry I. Christal Co. 

Jerky Ahhams to the New Yor^ 
radio sales department of Veniird 
Torbet & MeConnell. He was KR 
tional sales manager of \\'MA| 
State College. Pa. 

Leos'ahd R. Saono to televisfar 
account executive with Pefcfl 
Griffin, Woodward. He was ah m 
count executive for WHX, $»■» 
York. 

Fn.xxK M. Ue.adeey. chairmaii #, 
1I-R Television, re-elected to tli< 
board of directors (if the Telev'^H 
Bureau of Advertising. 
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News from nation'* 
capita) of special 
interest to admen 
4 November 1963 



The FTC will keep on its own white coat in an unflagging lab-style 
study of advertising claims for cold remedy products and analgesics 
—each with sales climbing toward the $400 million mark. 

The promise of clinical research and voluminous findings was made 
in a statement prepared by jxc Chairman Paul Rand Dixon for the Congress 
on Medical Quackery held here recently. FTC's head of Division of Food 
and Drug Advertising, Charles Sweeny, spoke for the chairman, who was 
unable to attend the AMA-FDA sponsored meeting. 

^-•^ Singled out for disapproval in the Dixon statement were "shotgun* 
cold sure preparations which he said are almost impossible to eval- 
uate clinically, and c pmpar e with rival products. 

FTC's staff of scientific testers, and its attorneys specializing in 
food and drug cases have volumes of clinical data from 35 advertisers of 
nearly 100 products in this field alone. Dixon says they cannot predict 
a target date for report to the commission — but they'll keep at it in spite 
of insufficient personnel and appropriations. 

-fcjf Success or failure of the Gerltorl case now in litigation at the FTC 
will affect some 50 cases of vitamin-iron combination products now 
under study at the Commission. 

The FTC's main drive will be for full disclosure of detrimental 
possibilities in advertising of all vitamin and iron preparations. Adver- 
tising will have to report the good and the not so good. 

Broadcasting's shortcomings in the area of medical advertising were 

admitted by spokesman Lawrence Rogers II , president of Taf t Broad- 
casting — but he and others blamed doctors themselves for considerable 
endorsement and promotion of phoney remedies. 

Rogers quoted the well-intentioned NAB code on truth in medical 
advertising and its caution against claims of cure — but the number of FTC 
and FDA actions indicate the "language is riot altogether effective." 

Rogers balanced shortcomings with the long way tv has come since the 
days of "Men in White" commercials. He gave credit to NAB Code guidelines 
— and to advertising agencies and ANA for submitting ideas before produc- 
tion to the NAB's New York Code office. 

Advertising agency people have to get into the white c oat , too, on 
occasion, to research — and often reject — medical products brought 
to them for promotion. 

Kenneth Ward, vp of J. Walter Thompson in Chicago, said agencies 
and advertisers must accept the responsibility for checking on any new 
medical product offered them. Thompson's suggests that manufacturer sub- 
mit the item to an ethical pharmaceutical house in some eases. Unfortu- 
nately, the maker of the odd-ball product can usually find a maverick 
agency. Only industry self-regulation can cure this, in Ward's view. 
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T fte FTC locked the stable door on A. C. Nielsen Co . ' s lead in national 

radio and tv ratings last week, in a consent order forbidding Nielsen 
acquisition of any more rating interests for a decade , and ordering a halt 
on any anti-competitive tactics. 

The commission order also throws open Nielsen audimeter and other 
patents royalty free to all comers for four years, after which resumed 
royalty payment is to be "reasonable and non-discriminatory. " 

Consent does not constitute admission of guilt, FTC adds routinely" 
after listing complaint charges of monopoly, restraint of trade, coer- 
cion, suppression and financial blocking of would-be competitors, and 
gobbling of patents on electronic audience measurement devices. 

FTC says the company has "virtually foreclosed all competition" in 
the sale of national rating reports since 1946, buying out its chief 

competitor, C. E. Hooper, in 1950. 

To some, this raises the question of FTC's inattention during the 

17-year span. 

FTC statistics on Nielsen aggrandizement point to the firm*s hefty 
pull on determining how $805 million in network tv advertising and $47 
million in network radio advertising is Spent; Nielsen's 90$ take out of 
the $4.5 million in national tv and radio ratings (19£1 figure) ; and the 
firm's own $27 million annual gross. Add to this, program habits of 46 
million tv and 50 million radio homes swayed by ratings. 

-^-^ FTC order does not mean very much to the House rating probers ' staff , 
and will have little if any effect on their j udgment of the ratings scene 
when report and recommendation time rolls around. 

Subcommittee Counsel Charles Howze reminds that their interest cen- 
ters on improved methodology and use of ratings. AS to the open door on 
Nielsen patents, Howze wondered: "Who wants to use audimeters?" 

The remark was unqualified; — but subcommittee memory is still fresh 
on testimony about the technical weaknesses of the audimeters : , and, the 
odd use to which some were put in sample households: — including some non- 
stop, 24-hour runs. 

There is some skepticism here about the new competitive opportunities 
FTC's order theoretically accomplishes: onlookers don't expect to see a 
new national radio and %y ratings firm spring up in the next few years. 

Jrjt FTC s original plan for 50ffi divestiture Of Nielsen national clien- 
tele reportedly foundered on firm's counter threat to drop national 
ratings . 

Costs of a national Survey would have remained constant,, but income 
would have been halved by divestiture. If Nielsen dropped national rat- 
ings, FTC would then be left with another monopoly, witn ARB dominant in 
the national ratings field., 

Except that Nielsen cannot add to rating interests for 10 years with- 
out FTC consent, the status quo seems likely to continue* 
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TELEVISION M 

WINSTON SALEM / GREENSBORO / H GH PO ST 



Represented by Peters G» '* V. ood-a'd 



RAPIER PRODUCTIONS gratefully accepts . . 
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